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No. 944 


Completely Enclosed Type. For 

scientific show window lighting. 

Reflector complete envelopes 
the lamp. 





Semi-Enclosed Type. Similar to 

No. 944 only reflector does not 

completely envelop the lamp, but 
screens. 
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J. Duncan Williams, A. W. Coates, John F. Keys, Charles Spaid, 


Are You Open to New Ideas for Display? 


The New Dresden China Effect Wax Figures 


are 


Different--- 


They are far away from the ordinary conventional 
figure, yet they are smart, practical and decidedly 
good looking. 


Pure white in finish, with 
a highly glazed surface, 
they suggest a modern- 
ized, life-size version of 
old Dresden china, dolls. 
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Cast from living 
models to insure cor- 
rect fit and drape of 
garments, 


RISA 


RSM 


Made in six attractive models, that 
combine beauty and grace of posture 
with the essential element of display- 
ing clothes well 


Now on Display at the Showrooms of — 


J. R. PALMENBERG’S SONS, Inc. 





63-65 West 36th Street, New York 


Chicage San Francisco Boston 
204 W. Jackson Blvd. 11 First Street 26 Kingston Street 
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June witnessed the gather- 
ings of two groups which rep- 
resent the leading factors in 
window display, the first being 
the convention of the Inter- 
national Association of Dis- 
play Men, held at Chicago on 
June 14-17. On June 22, the 
Window Display Advertising 
Association held a_ one-day 
session at Philadelphia as a 
department of the Associated 
Advertising Clubs of the 
World in annual convention. 
Both bodies have a definite 
field in the display profession, 
and the principal events of 
their meetings are reported. 

The relative values of art, 
motion, and light are subjects 
of debate in all display circles. 
A. W. Coates has contributed 
an interesting view of the place 
of art in windowcraft in his 
article, “Greatest Value in 
Artistic Settings.” 

The growing interest of 
public utilities in the use of 
windows as sales agencies is 
reflected in “Pioneer Spirit 
Animates Gas Men,” a report 
of the meeting of the Display 
Committee of the American 
Gas Association, held in Chi- 
cago, June 13. Another story 
of like purport is “Kansas 
Power Co. Sponsoring Dis- 
plays,” by G. D. Lovett. 

Methods underlying display 
practices of a great chain of 
English stores are detailed in 
J. Duncan Williams’ article, 
“Rules English Chain Store 
Windows,” an interview with 
R. W. Shorter, display man- 
ager for Austin Read, Ltd., 
London. His employer, Aus- 
tin Read, in an address before 
the British Association recently 
challenged the superiority of 
American window technique. 
His address is presented in 

“Britisher Discounts Yankee 
Claims.” 

“Colorful Window at Mercy 
of . Lighting,” by Charles 
Spaid, describes graphically 
the influence of light upon 
color and display. 
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JEROME A. KOERBER, 
Strawbridge & Clothier, 
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I. A. D. M. Usefulness at Stake 


HALL the International Association of Display- 
men belong to displaymen or must it continue 
as the personal property of a handful of self- 
appointed leaders? This is the only issue pro- 
duced by the convention held in Chicago, June 
14 to 17, and it is an issue solely because of the 

“rule or ruin” policy of the dictators who now have a 

stranglehold upon the affairs of the association. 

Unable to stay the progressive sentiment which demands 
regeneration and modern methods, the present leaders were 
compelled to permit the election of William Stensgaard as 
president for the ensuing term. But what gains for reform 
were won through his victory were negatived as the dominant 
clique intrenched their followers on the executive committee 
which holds the power of life and death over association 
activities. President Stensgaard is no weakling and may be 
expected to put up a vigorous fight for his platform, which is 
the most hopeful program proposed in recent years, but he 
has a real scrap on his hands. 

His opposition rests not so much in the wilful obstinacy 
of the “old guard” as in their lack of vision and the con- 
ceited belief that as “fathers of the association” they are 
vested with indisputable title to its management and its 
assets. “What do you want with a big organization,” the 
query put to a member of The DISPLAY WORLD staff at 
the convention by Executive Committeeman “Jim” Berg, indi- 
cates all too well the outlook of the leaders. 

They cannot see the necessity for strengthening local 
clubs and creating powerful regional bodies; they do not 
worry over the fact that the great cities are but poorly repre- 
sented at association conventions, and that their meetings are 
ignored by the outstanding display executives of the country. 

It matters little that the Pacific Coast cities had no dele- 
gates save the presidents of the Portland and Spokane clubs, 
that only a couple of representatives came from New York, 
that State Street men in Chicago paid scant attention to the 
gathering. They did not notice the lack of representation 
from New Jersey, eastern Pennsylvania, Maryland, the 
pouthenay and even most of the states of the Mississippi 
valley. 








They were not concerned with the fact that displaymen 
came from unorganized cities, sat in the meetings, saw the 
demonstrations, and went home again without any pressure 
from the committee to organize or to caucus while in Chicago. 
They permitted the rank and file to view the demonstrations, 
and enjoy the shows of convention week but did not deign to 
permit them official representation in the board of directors’ 
sessions, or through transaction of business on the floor. 
Though the Constitution grants one representative to each 
thirty delegates from unorganized towns, no efforts were 
made to give them the chance to express their will through 
such representation, nor was a single committee elected from 
the floor. A resolution committee was chosen but no reso- 
lutions were proposed, and apathy marked every session. 
It was obviously administration policy to entertain “visitors” 
but, under no circumstances, to permit them to assume their 
rightful duties as “delegates.” 

They exhibited much more concern in seeking to punish 
The DISPLAY WORLD because of its outspoken advocacy 
of progressive measures. Secretary Rogers is said to have 
rushed pell-mell to St. Louis (at association expense), as 
soon as the May issue of The DISPLAY WORLD was re- 
ceived, to start muddying the waters. 

He is alleged to have induced President Joseph Chadwick 
to issue a letter in which it was charged a display publica- 
tion, by inference The DISPLAY WORLD, was endeavoring 
to disrupt the association and to capture the principal offices 
of the body. 

On the convention floor the same outrageous fabrications 
were industriously peddled and padded by addition of the 
charge the The DISPLAY WORLD sought to become the 
official organ. In addition the executive committee chose a 
sub-committee to interview the secretary of the Display Pub- 
lishing Company with regard to motives inspiring the edi- 
torial “The Decks are Cleared for Action” in the May issue, 
which endeavored to unite progressive delegates against gang 
domination. 

His answer to this committee stated the publication’s at- 
titude for all time, and reiterated the declaration of the May 
(Continued on page 51) 
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A Few 


Features of 
Superiority 


Permanent 
Washable 
Finish 


Truly Life-Like 


Stands Without 
Objectionable Braces 


Not Affected by . 
Any Climatic 
Condition 


The enthusiastic favor with which the 
“MARVELLE TRU-LIFE” Display Forms 
were received at the Chicago Convention of the 
I. A. D. M. fully demonstrated the well-merited 
prestige of this new product among merchants 
and displaymen. 


Write for Sales Agents Now 
Iilustrated Catalog Being Appointed 


The American Marvelle Co. 


Saginaw, Mich. 
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Fantastic Accessories and a Live Model Rendered This Showing of Dresses by Mr. Coates Extremely Effective 






Greatest Appeal In Artistic Settings 


Display That Concentrates the Mind and Creates Desire for 
Ownership Must Avoid Elements of Distractive Nature 


By A. W. COATES 


Publicity-Sales Manager, W. W. Mertz Co., Torrington, Conn. 


PPEAL to human emotions through win- 
dow display is one of the most important 
methods by which a merchant greets the 
public. He can not be careless of the 
impression created any more than he can 

afford to be careless of his personal appearance when 
he approaches his banker for a loan, and yet I often 
wonder as I gaze upon some of the store windows of 
both large and small city stores if the owner actually 
means to convey the impression created by his win- 
dow displays that the store is a junk heap of mer- 
chandise, in which the poor mortal of a customer 
would have to spend hours and hours of valuable 
time finding that which he could not find in the 
jumbled mass as presented in those windows. 

It brings to one’s mind the story of a merchant 
of the old school, who, when the displayman had 
finished a window, rushed up with another shirt and 
wanted it placed in the window, at the same time re- 
marking that his business would go to a. warmer 
climate if he were not there to personally attend to it. 

Again we see the display in motion, which does 
make the shoppers stop and gaze in awe at the spec- 
tacular demonstration, great for a circus side show, 
but cheap for a department store window display. Of 
course, there are exceptions to this rule. I believe 
that children will stop to view a mechanical display 
I connection with a toy display and persuade the 
parent to enter the store, and there are mechanical 
pieces of merchandise, such as washing machines, that 
should be demonstrated in motion; but when it comes 





to a question of adult appeal, the ordinary mechanical 
display distracts from the individual’s mind the de- 
sire to own, which is the ultimate end desired from 
any display. 

I have found through my many years of contact 
with department stores in connection with advertis- 
ing, display and merchandising that there is no geo- 
graphical difference in human nature. The greatest 
appeal, the strongest selling argument a merchant 
can present, is artistic displays. There are times, 
during clearance periods, that is, the months of Janu- 
ary and July, when perhaps a crowded display, pro- 
viding it does not get away from the artistic, will 
create the desired opinion in the mind of the cus- 
tomer that there is plenty of merchandise to choose 
from, but to sell new merchandise in season, the dis- 
play that concentrates the mind and creates the de- 
sire of ownership on any definite piece of merchan- 
dise is the artistic display in a suitable setting which 
attracts through harmony and does not distract atten- 
tion from the merchandise. 

Today there are so many sources through which 
a displayman can secure suitable material at moderate 
prices for making artistic presentations that he has 
no excuse for not having modern, attractive windows. 
It makes one smile to think of the old days, when 
one had to rely entirely upon the hammer and saw, 
when every displayman was his own carpenter and 
worked night and day to keep up and received less 
consideration from his employer than the lowest-paid 
sales person. 
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Pioneer Spirit Animates Gas Men 


Display Managers Constituting the Vanguard of the Profession 
in Utility Field Hold Annual Conference 


TINY group of men met in an obscure 

corner of the Hotel Sherman, Chicago, 

June 13, to jointly consider the aspects of 

their profession. No levity marked 

their assembly, nor was there any of the 
holiday atmosphere which usually marks the gather- 
ing of men for the moment detached from the irksome 
detail of their normal duties. 

Pioneers, all of them, though most of the con- 
ferees were admittedly young, this handful of dis- 
playmen had gathered from the east and the Missis- 
sippi Valley to debate the best means of strengthen- 
ing their numbers and bringing to the attention of 
gas and utility companies the value of window dis- 
play. They constituted the display committee of the 
American Gas Association. 

They were called to order by their chairman, 
Sylvester C. Rieser, director of displays, Laclede Gas 
Light Co., St. Louis, Mo., who defined the scope of 
subsequent discusSion in a review of the year’s work 
and recommendations for action during the forth- 
coming convention at Atlantic City. “I am convinced 
that this committee can stand for more and mean a 
great deal more than it has ever meant before,” he said. 
“This I believe we can easily and gradually do and lay 


Decorative Easter Gas Range Display by Ray M. Martin, Display Manager, Consolidated Gas Co., New York 


the foundation for fine cooperation among the members 
of the association in display work. 

“Realize, gentlemen, that we have virtually nothing to go 
on. Realize also that, because of this very condition, the 
work which we undertake will be a big job and should be 
considered as such. It will be up to us to pioneer in what- 
ever work we do. And, therefore, our work is subject to 
the disappointments and difficulties and the obstacles that 
pioneers have ever encountered. And maybe when the his- 
tory of the display committee of the American Gas Associa- 
tion is written 100 years from now, the pioneers will be prop- 
erly rewarded in the panegyrics of the historian. That seems 
to be about all the reward that pioneers get, and it won't 
make any difference to us, anyhow—a hundred years from 
now. 

“IT have a few ideas which I would like to present for 
your consideration as a starting point for the committee's 
functionings. I hope that my ideas may suggest something 
to you in addition to those which I assume you already have 
to present to the committee. . 

“It seems to me that we should first of all decide here 
and now to make the chief job of our committee that of 
studying display work as it relates to members of our asso- 
ciation, with a view to obtaining a fund of information which 
would be readily available for our members. 

“Our companies, and, indeed, all public utility organiza- 
tions, have given display work a tremendous impetus in the 
last two years. That this should be true is an indication 
that the public utility companies are realizing the necessity 
for meeting competition on its own terms. I mean, of course, 
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the competition which gas and electric companies have in 
the selling of appliances and other such. This stimulation 
of display work on the part of the gas companies is merely 
the healthy indication that they have realized that the funda- 
mental basis of scientific selling means creating a consumer 
demand through well-planned methods of advertising—com* 
bined with the power of suggestion as exemplified in store 
displays. 

“Gentlemen, I believe that our function should be, as I 
have said, to study all phases of display work among the 
members of the American Gas Association so as to collect 
and make available the experiences of one member for all 
other members and the achievements of one display manager 
for all others, because it is only by this kind of cooperation 
that we can make years of progress in months of time. 

“That, then, would be my first suggestion as the major 
function of the committee. My other suggestions are really 
sub-heads under this main theme. 

“We ought, as far as possible, to sell the members of the 
association the desirability of sending photographs of 
all windows and important store displays to the committee. 
We ought also to sell our members on the idea of giving 
us complete reports of all their display activities; or, if this 
is expecting too much, then we ought to endeavor to get our 
members to give us complete and adequate reports of their 
more important activities. 

“Except for the fact that human nature may balk, I would 
suggest that a complete record of bad window displays be 
turned into the committee. It would be a fine thing if we 
could get an account of the failures as well as an account of 
the successes, because then the experiences, both satisfactory 
and unsatisfactory, of the association would truly be at the 
disposal of its members. 

“These records, which I would like to see collected, 
should contain such information as the size of the display, 
the materials used, the cost, the time required to prepare 
them, and an idea as to the general or specific result ob- 
tained by a given display. 

“In addition, of course, to the actual reports of what our 
members do, we should collect a bibliography of display 
literature, both that which explains the activities of the 
American Gas Association and that which explains the dis- 
play work of other organizations and institutions as well. 

“Perhaps—-this is just a suggestion—we ought to go into 
the idea of competitions so as to let the spur of rivalry urge 
our members to their greatest activities. 

“Now, having collected our information along the lines 
mentioned above, the logical task then is to make it avail- 
able to our members. I am sure that this can be done either 
through our own committees, or, preferably, through the 
headquarters of the American Gas Association. While this 
is a detail, it obviously is the important part of the job. 
Without some means of making the information available to 
our members, there would be, of course, no particular need 
for gathering the information at all. I am sure we can work 
out a system whereby material collected under the direction 
of the committee will be made available to our members.” 

The American Gas Association convention, which 
is to be held at Atlantic City, October 12, has set aside 
six booths for displays, and the committee devoted 
most of its time to consideration of the best means 
ot taking full use of this concession. L. E. Lindsay, 
manager of displays for the Peoples Gas Co., Chicago, 
who is on the program committee, was insistent that 
the best displays of the year should be shown here and 
that the work of installation should be parcelled out 
among representative display managers either in the 
conference or closely associated with the committee. 
Through Lindsay’s efforts, it had been made certain 
that installation of the windows would be possible at a 
time when the attention of the bulk of delegates would 
be insured. 

Ray M. Martin, Consolidated Gas Co., New York 
City; V. E. Shepherd, Central Hudson System, Pough- 
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keepsie, N. Y.; Carl Balcomb, United Light & Power 
Co., Davenport, Ia., and J. W. West joined in the dis- 
cussion and volunteered to accept booths for installation. 

It was agreed that the committee should assign the 
subjects to be covered and that supplies should be drawn 
from a large number of houses so that all should have 
representation with the provision that no displayman 
should be compelled to experiment with material with 
which he was not familiar. 

The progress of display in the gas field was attested 
by the statement that Mr. Lindsay was now supervising 
eighty-eight windows for his organization with a numer- 
ous staff and that Mr. Martin had thirty-seven windows 
under his care with an adequate force of artists, and 
display setters to maintain them. Mr. Lindsay asserted 
that he had no trimmers in his department but that this 
“odious term’ had been tabooed in favor of the new 
classification of “display setters.” 

Mr. Balcomb and Mr. Shepherd reported corres- 
ponding advances in their fields, where both have been 
rapidly gaining repute as creators of original and com- 
pelling windows. 

Mr. Rieser, although yet quite a young man, has 
established a place for himself in St. Louis display 
circles and has given his windows a character and 
attractiveness that has been frequently stressed by trade 
publications. Among his most recent innovations was 
conversion of “Mothers Day” to support of gas range 
sales calling attention of his public to the fact that 
no finer expression of sentiment could be given that 
through substitution of modern ranges for outworn 
types and the hot torture of coal and wood stoves. 





EVAN’S WINNER OF LIGHT PAINTING CONTEST 

Orville J. Evans, of the Morris-Sanford Co., Cedar 
Rapids, Iowa, has been awarded a Pierre Imans wax model 
for winning the light painting contest conducted by Curtis 
Lighting, Inc., at the recent I. A. D. M. convention at Chicago. 

Honorable mention for painting the beautiful “Lady of 
Light” has been given to E. H. C. Ackermann, Ackermann 
Bros. Co., Elgin, Ill.; A. L. Squires, H. S. Gebhart Co., De- 
catur, Ill.; Henry W. Linz, A. Polsky Co., Akron, Ohio; 
L. R. Townsley, Merchants’ Record Co., Chicago, and E. 
White, The Vogue, Chattanooga, Tenn. At the close of the 
contest on June 17, the three judges, Joseph Chadwick, now 
past president of the I. A. D. M., W. Z. Coy, winner of the 
I. A. D. M. sweepstakes, and Karl Amdahl, president of the 
Pacific Coast Association of Displaymen, selected an ideal 
combination of the color lights, giving that effect which, in 
their opinion, apparently breathed glowing life and warmth 
into the figure of the wax model. 

The “Lady of Light” exhibit was a demonstration of the 
ultimate possibilities of modern color lighting with X-ray 
reflectors and color equipment and the flexibility possible 
with the X-ray units already installed in the displaymen’s 
windows. The guests at the convention were given the op- 
portunity to work out lighting combinations on a regular 
theatre dimmer board, and to color-light a draped studio 
stage on which was presented a life-size wax model in a 
large shell. 





NEW QUARTERS FOR HECHT CO. 

“The Hecht Fixture Co. have just moved into the ground 
floor store at 233 South Wells Street, Chicago, which is in 
the Medinah Building, in which building they have been 
occupying a suite of rooms on the sixth floor for about 
fourteen years. 

“This new move was necessitated by their rapidly grow- 
ing business and makes it much more convenient for the 
trade and also gives them a much better opportunity for 


-proper display of their wares.” 
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A View of the Convention at Its Zenith Showing Models on Stage at the Rear 
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Scare Given I. A. D. M. “Old Guard” 


Progressive Sentiment in June Convention Forces Ruling Clique to 
Yield Presidency to Stensgaard to Save Remainder of Their Slate 


By CHARLES R. ROGERS 


*ROGRESSIVE policies were given the 
stamp of approval by the delegates to the 
International Association of Display Men 
at their 29th Annual Convention, Hotel 
Sherman, Chicago, June 14-17, when Will- 

iam L. Stensgaard, first vice-president of the Associa- 
tion was swept into the presidency by a coalition of re- 
form and “old guard” elements. 

Panic stricken over the showing of progressive 
strength which rallied behind Stensgaard, the reaction- 
aries abandoned their original slate and centered all their 
efforts on saving Secretary L. A. Rogers through sacri- 
fice of the ambitions of the “lesser fly.” Rogers was 
distinctly worried in the early stages of the convention 
over the candidacy of J. Duncan Williams, who had 
been induced by his friends to stand for Association 
secretary.- The machine henchmen did not lose any time 
in making a “gas attack” upon Mr. Williams, circulat- 
ing the rumor through the convention hall that Williams 
was under the control of The DISPLAY WORLD, 
the beginning of a campaign to demolish the Association 
and link up the fragments with another display body. 

The missionary work which the “old guardsmen” 
performed among the newly organized bodies first bore 
fruit in the ranks of the “Down-In-Dixie” delegation 
which was swayed to support of the administration 
ticket by the pledge that machine strength would be 
placed behind “Bill” Reisser, Memphis, who was being 
boomed for first vice-president. In a “Dixie Celebra- 
tion,” held Monday night, the administration slate was 
bared when the Dixie men pledged themselves to Karl 
Amdahl, Spokane, for president, Rogers for secretary 
and Reisser for first vice-president. 

The day had witnessed launching of J. H. Richter’s 





candidacy for: president, bringing the list of entrants 
up to three, as Stensgaard was an avowed candidate 
from the opening of the conclave. 

When the Dixie slate had been announced, the 
reform element got into action with a jerk. Stensgaard 
had adopted a program which was a rehash of the plat- 
form suggested in the May issue of The DISPLAY 
WORLD, and which promised a thoroughly organized 
educational department, a real campaign for member- 
ship, a business administration and a constructive policy. 
It proved a magnet for the forward-looking element 
of the delegates which held an overwhelming prepon- 
derance of numbers. 

As the Stensgaard candidacy grew threatening, the 
“old guard” became panic stricken. Hurriedly dump- 
ing Amdahl, who was later to be pacified with the 
chairmanship of the new executive committee, they 
threw their support to Stensgaard in return for guar- 
antees that the Stensgaard men would do what they 
could for Rogers. This agreement had not been reached 
at the time that the nominating session of the Board 
or Directors was held, when astute politics prevented 
Richter and Williams men from getting their candi- 
dates names presented. The nomination for secretary 
was closed so fast that a Pennsylvania delegate, in dis- 
gust, related that he had found it impossible to bring 
two club presidents to the session because they feared 
that procedure would be “cut and dried,” and_ the 
nominations railroaded. The Board was highly incensed 
over this charge and demanded an apology from the 
offender, which he was able to “duck.” 

Overnight Wednesday the “old guard” changed 
front. It was decided that the insurgent’s cry of “rail- 
roading” must be combatted through apparent fairness. 
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Delegates would be given a partial opportunity to offer 
names of opposition candidates but strong arm methods 
would be used to prevent them from capitalizing this 
opening. 

Secretary Rogers, however, was prudent enough 
to remain i the background forcing his reluctant camp 
follower, the nominal president, Joseph Chadwick, to 
hear the odium of his dictatorial policy. When it be- 
came apparent that the insurgent delegates would not 
permit the high-handed methods of the Board of 
Directors to pass unquestioned, neither Rogers nor 
Chadwick were willing to face the storm of opposition 
that their next move was sure to produce. 


At noon on Wednesday, four hours before the time 
specified in the Constitution for nominations of the next 
convention city, when but a handful of delegates re- 
mained in their seats, the administration sprang its plan 
for conceding to public opinion at minimum risk. Ray- 
mond Twyman, cajoled into accepting the chair for this 
session, announced that nominations for the convention 
city would be received and that those desiring to cham- 
pion the cause of any of the cities might take the floor. 
The silence that followed was ended by Twyman’s an- 
nouncement that delegates desiring to nominate candi- 
dates in addition to those selected by the nominating 
committee (the board of directors and executive com- 
mittee in joint sesion) should do so at that time, BUT 
THAT NO NOMINATING SPEECHES WOULD 
BE TOLERATED. 

A murmur of protest ran over the house, but the 
chairman stifled the protestants with the declaration that 
“These are my instructions.” 

J. H. Richter, Chicago, was placed in nomination for 
president and J. Duncan Williams, Chicago, was entered for 
secretary. Raymond Whitnah, Topeka, Kans., was offered 
for treasurer. Twyman, who is not an association officer 


and had accepted the chair at this hour only as a means of 
assisting President Chadwick, realized that he had made him- 





Winning Drapes in Live Model Contest: Left, by Dan Hines, M. L. Parker Co., Davenport, Iowa; Center, Ed Rose, Foley 
Bros., Houston, Texas; Right, C. G. Benedict, Younker Bros., Des Moines, Iowa 
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self a target for the progressives and wound up the session 
at top speed. 

The election which followed the afternoon session was 
conducted in the presence of the three tellers selected by the 
chair. Each voter presented his membership card to the com- 
mittee and deposited his ballot in a corrugated board ballot 
box. His card was then punched and returned to him. 


A check up of the returns announced at the banquet at the 
Rainbo Gardens showed W. L. Stensgaard the choice for 
president; O. E. Wheete, first vice-president; J. B. McCann, 
second vice-president; L. L. Wilkins, third vice-president; 
L. A. Rogers, secretary, and A. L. Meadows, treasurer. 
Detroit was chosen as the next convention city. Amdahl, 
nominal machine candidate for president had been slaughtered, 
and Memphis ambitions for Bill Reisser, candidate for first 
vice-president, had been spurned. Rogers, idol of the “Old 
Guard,” had retained his hold on his strategic office and, 
to the aristocracy of the executive committee nothing else 
mattered. 


The desires of the new president with regard to reorgani- 
zation of the association’s governing body have already re- 
ceived some recognition. W. Z. Coy, Norfolk, Va., who 
served as his campaign manager, has been elected to the new 
executive committee and the outgoing committee has extended 
him the courtesy of naming two other members, it is said. 
This minority of personal followers will be his only reliance 
in his contest with the veteran» machine committeemen among 
whom are Amdahl; “Jim” Berg, an arch conservative; and 
E. Dudley Pierce; Charles F. Wendell, Detroit, and Clement 
Kieffer, Buffalo, may aid in counteracting the backward ten- 
dencies of Berg and Pierce. Amdahl, whose interest in the 
advancement of the profession is undoubted, nevertheless, 
became a catspaw for the “machine” during the closing mo- 
ments of the convention, his inspired motion to increase last 
year’s appropriation for educational purposes to $1,500 being 
the crowning achievement of the “regulars.” He may not 
have been aware that the retiring executive committee which 
made Secretary Rogers educational director for 1925, turned 
over last year’s appropriation in a lump to their appointee for 
use as he might see fit, and with practically no necessity for 
accounting. Nor was any accounting given the convention in 
the report of the educational committee. 

The broad claims for educational values derivable from 
the program which were made by association officers in ad- 
vance of the meeting were only partially sustained. A car- 
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nival atmosphere permeated the sessions and this trend was 
accentuated by the array of demonstrations which were pro- 
vided. During the first three days of the gathering the pro- 
gram offered but eight window displays while the theatricals 
of live model draping were exploited through eight draping 
contests and demonstrations. Frank Fiala, displayman for 
Thompson, Belden & Co., Omaha, realizing the difficulty of 
holding interest against this competition, made his lingerie 
display compelling through use of the models who had ap- 
peared in the draping contests. 

In all there were twenty-one window displays offered and 
fourteen live model draping demonstrations. Two effective 
demonstrations of the uses of color and light stood out in the 
midst of a mass of very ordinary trims, most of which were 
crowded into the last four sessions. The Displaymen’s Frolic, 
staged by the Merchants Record; the stag party, given by the 
Chicago Display Equipment Manufacturers Association, and 
the annual banquet at the Rainbo Garden loomed as large, 
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if not larger, in the eyes of the delegates as the business of 
the convention. With the exception of three brief moments 
when participation of the rank and file was necessary, the 
leaders retained control of the business of the gathering, 
the executive committee and the board of directors in closed 
session passing up on its details. The executive committee 
shared its power with the delegates when its’ program for 
increasing the educational fund required sanction, permitted 
the nomination of additional candidates and allowed the con- 
vention to elect Herman Frankenthal as honorary president. 
At all other times, the visitors’ province was confined to 
attendance of the sessions, survey of the exhibits and applause 
of the demonstrators. 

About sixty manufacturers were represented in the ex- 
hibition of display fixtures on the mezzanine floor and in the 
Exposition Hall of the Hotel Sherman, where elaborate 
showings of foliage, fabrics, lighting devices, and art wares 
greeted the eyes on all sides. 











cs 


ee 
gerne Ae 


Convention Demonstrations: Top Left, Wm. S. Norman, Froug Co., Pine Bluff, Ark.; Top Right, Frank Fiala, Thompsot 
Belden & Co., Omaha, Neb.; Center Left, E. D. Tubbs, Rieke Co., Paducah, Ky.; Center Right, M. H. Luber, Killian Co. 
Cedar Rapids, Ia.; Lower Left, Harry Levy, Display Service, Chicago; Lower Right, J. M. Gilbert, Rosenthal’s, Beaumont, Tex. 
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Animated animal figures, squeaking on fifes, pounding 
drums and sawing fiddles, mazes of mirrors and bewitching 
combinations of lighting: effects held the spectator’s atten- 
tion. 

The meet was opened on Monday with an address of wel- 
come by the assistant corporation counsel of the City of 
Chicago, and a response by J. H. Richter. As the opening 
session fell on “Flag Day” appropriate recognition of the 
holiday was taken when James Edgar Brown was introduced. 
Mr. Brown began his address with a scriptural quotation 
and at the same moment the drop at the rear of the stage 
was hoisted revealing a huge American flag, before which 
was posed a magnificent life-sized wax figure of Abraham 
Lincoln, the work of Irving Culver, sculptor for the J. R. 
Palmenberg’s Sons Co. Simultaneously, a band in the gal- 
leries burst forth in the strains of the “Star Spangled Banner.” 
When the anthem was ended’ Mr. Brown delivered an eloquent 
tribute to the flag, describing its origin and antecedents. 

At the afternoon session Joseph M. Kraus, advertising 
manager, A. Stein & Co., and president of the Window Display 
Advertising Association, was the first speaker. In a rhetorical 
address, he declared that window advertising represents the 
best medium offered the national advertiser and that window 
displays have a larger daily circulation than all the magazines 
and newspapers combined. He urged greater cooperation and 
better understanding of problems facing display interests, 
at the same time stressing attendance at the W. D. A. A. 
convention in New York, October 6. 

He told of the difficulty of getting stores to devote entire 
windows to small units, but they have records of over 10,000 
windows in one year showing Paris Garters exclusively. “The 
power of such displays, he said, “is shown in their increase of 
the sales of garters from 600 to 975 per cent and in raising 
a day’s garter sales of from $10 to $25 up to from $80 
to $120.” 

T. J. McCormack, Detroit, who was delegated to make the 
report for the educational committee seized the opportunity to 
present Detroit’s Gazoo band, consisting of fourteen leather- 
lunged displaymen, under the direction of L. F. Dittmar, 
who marched on the stage and made the welkin ring with 
their renditions of popular ditties, amplified by the gaudily 
decorated radio loudspakers attached to their instruments. 

A draping contest on live models followed, in which Dan 
Hines, displayman for the M. L. Parker Co., Davenport, 
Ia, Dallas M. Schultz, Joseph Spies Co., Elgin, Ill, and 
W. Z. Coy, Miller Rhoades & Schwartz, Norfolk, Va., vied 
for honors. Schultz produced a beautiful drape which was, 
however, disqualified for use of two contrasting pieces of 
cloth. Hines, in consequence, drew first prize, and Coy 
took second. 

Tuesday was featured by an address by William Nelson 
Tait, editor of the Retail Ledger, who discussed the “twelve 
Major points of window display.” Mr. Taft’s conclusions 
were based upon a survey of the field, and he classified the 
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Live Models Draped by Herman Frankenthal Portraying “The Bridal Procession”—Mr. Frankenthal Appears in Background 





chief display needs as power of attraction, motion, color 
harmony, sales. power, balance, lighting, uncrowded appear- 
ance, cleanliness, timeliness, good cards, etc. “Motion,” he 
asserted, “must link up with the subject matter of the window 
if its distractive power is to be avoided. Not one store in 
one hundred was properly lighted,” he declared, “showing 
that increased light volume during the day had increased 
the business of .one store 700 per cent, while another had 
built up sales to six times their former totals at an additional 
expense of two dollars per day.” 

Carl Balcomb, manager of displays for the People’s Light 
Co., Davenport, Ia., produced one of the most spectacular 
demonstrations of the week when he illustrated the use of 
light for color and motion, bringing his motive device to bear 
directly upon the goods featured. The demonstration was 
to show means of displaying optical goods, and disclosed 
a bust of Benjamin Franklin, the familiar Franklin spectacles 
featured by a flash resembling lightning, which at intervals 
shot from the wings of the sage toward the bust. This 
association with Franklin’s electrical experiments rendered 
the display exceptionally effective and won Balcomb the un- 
stinted praise of his audience. His discussion of novelty 
lighting effects with which he accompanied his demonstration 
was instructive and gave evidence of a thorough knowledge 
of his subject. 

The morning session was concluded with a second series 
of live model draping demonstrations in which Ed Rose, 
Foley Bros., Houston, Texas; J. H. Everetts, Diamond Bros., 
Inc., Kansas City, Mo., and E. H. Bates, Block & Ruhl, Peoria, 
Ill., took part, Mr. Rose winning the honors, with Bates 
second. 

The afternoon session was opened by a discussion of “The 
Way to Elevate Our Worthy Profession in Deeds, Not Talk,” 
by Lothar F. Dittmar, display manager, The Ernest Kern 
Co., Detroit. Dittmar called for greater earnestness on the 
part of delegates, declared the present convention more at- 
tentive and more interested than many of its predecessors, 
and urged that influential men be put in office. Declaring 
that the mode of insuring competent executives for the asso- 
ciation lay in advancing the officers through the chairs, he 
plead for election of high-grade men to the minor positions 
and careful selection of the timber used in these posts. He 
urged displaymen to consider themselves as salesmen and 
to be attentive to the desires of buyers and merchandisers, 
declaring that their praise, and the effectiveness of windows 
in supporting their plans meant more than a “pat on the 
back” from national advertisers because “you used my stuff.” 


E. J. Berg obtained visible pleasure from the opportunity 
afforded him to demonstrate his prowess as a draper. No 
other displayman was permitted to share the stage with him 
while he arrayed a pretty model in a black pajama lingerie. 
He yielded the stage to Herman Frankenthal, “dean of 
drapers,” who staged a colorful “bridal procession,” in which 
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seven models appeared. After a procession down the center 
aisle of the convention hall, they returned to the stage, and 
a few minutes later restaged their performance. Displays 
of handkerchiefs by M. H. Luber, Killian Co., Cedar Rapids, 
Iowa, and of lingerie by Frank Fiala, Thompson, Belden & 
Co., Omaha, followed. 

One of the events of the day not constituting a part of 
the official program, but which produced considerable in- 
terest was announcement of the awards for “Nemo” Week. 
Frank Jepson, sales promotion manager for Kops Brothers, 
makers of “Nemo” corsets, in a brief speech outlined the 
development of this annual display competition and sketched 
the plans of his employers for the future. He then presented 


First Prize Float Entry by Roy Hoewischer, Paducah, Ky. 


Raymond Whitnah, display manager for Crosby Bros., To- 
peka, Kansas, with a silver loving cup, which the Kansan 
will hold for a year, and which will be competed for again 
in 1927. The cup will become the permanent property of any 
displayman who wins three years in succession. Mr. Whitnah 
has won first prize twice. This award is in addition to a 
cash prize of $200. 

The evening was featured by a mirthful stag party ten- 
dered by the Chicago Display Equipment Manufacturers’ 
Association, topped off with a tempting lunch. 

Charles E. Wry, executive director, tne National Asso- 
ciation of Retail Clothiers and Furnishers, held the boards 
during the Wednesday morning session. His address pointed 
out the advancement in the profession, asserting that dis- 
playmen were gradually swinging away from the tendency 
toward beauty at the expense of merchandise, although this 
“curse” still had its hold upon a substantial group. 

“Go to the buyers and learn their merchandising plans,” 
he urged. “This is much better than waiting until they come 
to you. This voluntary cooperation on your part will, in 
time, gain the buyer’s respect, cooperation and willingness 
to see that the display department has a proper appropria- 
tion. Don’t overlook the salesmen—they have greater in- 
fluence with the proprietor than many will admit. Don’t 
consider your department as something entirely separate 
from the store personnel. Sell the importance of the window 
to your employer just as the advertising men have done in 
recent years. 

Three “Fathers’ Day” displays followed, installed by A. P. 
Gwynn, Meyer-Greentree Co., Richmond, Va.; Robert E. 
Haynes, A. May & Sons, Grand Rapids, Mich., and Ray V. 
Holmes, Schmitz & Shroder Co., Detroit, Mich. 

Wm. H. Hinks, of L. S. Donaldson Co., Minneapolis, 
Minn., asserted the displayman will have greater opportuni- 
ties than ever in the years ahead, because with the building 
of double-decked streets in congested areas two floors of 
display windows will be needed. He also declared that four 
or five big displays a year should not be considered a year’s 
work. Constant effort is needed because the windows are on 
display 365 days a year. 

The afternoon session was opened by an address by W. L. 
Stensgaard, first vice-president of the association and dis- 
play manager for the Stewart-Warner Corporation. Mr. 
Stensgaard declared that display had now entered the third 
era of development, distinguished from the first when dis- 























play was primarily to show the superiority of wares over 
goods advertised at lower prices, and the second when dis- 
plays were recognized as “all right if they didn’t cost too 
much” by realization on the part of the alert merchant that 
good display brings profits. “This,’ he said, “had brought 
about entry into the display. field of well-made accessories 
and carefully trained men who were aiding in making the 
retail store a monument to public service. A result of this 
change,” he declared, “had been the public’s turn from 
‘ginghams to silks’ with consequent enhancement of store 
profits and betterment of living standards for its patrons,” 

He voiced the need for immediate launching of an educa- 
tional bureau to acquaint merchandisers and manufacturers 
with the possibilities of display, to offer speakers for every 
convention of business men, and to stage displays to demon- 
strate that everything sold can be merchandised more quickly 
through window display. He emphasized the fact that such 
a policy would open the way for more display managers, 
A practical display executive, he said, would help one manu- 
facturer win business from his competitor in this era of keen 
strife for outlet. 

“Fathers’ Day” demonstrations were shown by C. M. 
Shrider, A. E. Starr Co., Zanesville, Ohio, and W. Yeager, 
Griesheim’s, Bloomington, Ill, while Harry Levy executed 
a pleasing drape of men’s tailoring materials. 
Demonstrations of draperies by James Murray, Boston 


Store, Chicago; hosiery by R. H. Longenbaugh, Eagle Stores, 


Chicago, and wash goods by E. D. Tubbs, Rieke Co., Pa- 
ducah, Ky., followed, interspersed with live model draping 
by Ludwig Fruhauf, Allen W. Hindel Dry Goods Co.,, 
Wichita, Kansas; C. J. Benedict, Younker Bros., Des Moines, 
Iowa, and Matt Markusich, The Fair Store, San Antonio, 
Texas. This competition was won by Benedict. 

While the balloting was proceeding, J. H. Marshall, The 
Boersma Co., Chicago, arranged a display of men’s under- 
wear, and Wm. S. Norman, Froug Co., Inc., Pine Bluff, Ark., 
installed a trim of small wares, involving bath crystals and 
toiletries. 

The evening was marked by the annual banquet at the 
Rainbo Gardens, five miles out on the north side, where a 
pretentious dinner was served. Here the winners in the three 
series of draping contests met in their final test of skill, 
the championship medal being awarded to C. J. Benedict, 
whose drape was filmed for movie reproduction. Dan Hines 
was granted second honors, and Ed Rose. took third. The 
judges were: Herman Frankenthal, New York; Jack Rooney, 
Washington, and E. Dudley Pierce, Rochester. 

Announcement of the officers picked in the afternoon bal- 
loting and the officers of the women’s auxiliary followed. 
Mrs. Jack H. Richter, of Chicago, was elected president; 
Mrs. E. J. Berg, of St. Louis, first vice-president; Mrs. E. 
Dudley Pierce, of Rochester, second vice-president; Miss 
Mood, of South Bend, Ind., secretary, and Mrs. R. T. Whit- 
nah, of Topeka, Kansas, treasurer. 

But a handful of delegates were in the hall when Thurs- 
day’s program was launched. In spite of the depressing 
atmosphere created by empty benches, the speakers who ad- 
dressed this session delivered a series of instructive and 
educational addresses, which in forcefulness and value to the 
profession outshone many of the earlier offerings. 

D. W. Atwater, of the Illumination Bureau of the West- 
inghouse Lamp Co., New York City, gave a demonstra- 
tion of the qualities of light that should have been heard by 
every man who registered at the gathering. With a series 
of lantern slides he demonstrated the color of light produced 
by the types of lamps which they had evolved, a compari- 
son of seven successive units showing how material properly 
chosen lights are to modern display. His illustrations made 
it very evident that the known tendency of bad lighting to 
alter the appearance of clothing was caused by the color 
of the light produced by the lamps. Showing that in the use 
of colored light intensity was diminished by the loss of light 
produced by the color mask, he produced a table on light 
effectiveness showing that amber lighting lost 55 per cent 
of white light intensity; red, 89 per cent; green, 92 per cent, 
and blue, 97 per cent. “This made it evident,” he declared, 


(Continued on page 42) 
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Rules English Chain Store Windows 


R. W. Shorter, Display Manager for Haberdashery House, Operating 
Throughout Britain, Has Evolved Thorough Control System 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


. W. SHORTER, dis- 
play manager for 
Austin Reed, Ltd., 
London, who made 
the long trip across 
the sea to attend the twenty- 
ninth annual I. A. D. M. con- 
vetion recently held in Chicago, 
was impressed at the extensive- 
ness of the exhibit and the edu- 
cational program carried out for 
the benefit of the attending 
members. Throughout his forty 
days in Chicago he was unre- 
served in his praise of the high 
standing of window display in 
this country, the recognition ac- 
corded it by both merchants and 
manufacturers, and the unquali- 
fied interest manifested in the 
profession by windowmen. 
Austin Reed, Ltd., have twenty 
stores in London and the prov- 
ices. It is what we would call 
a chain store organization, but 
different in that the Austin Reed 
shops carry a uniformly high-grade line of goods, ap- 
pealing to the best retail trade, shops that are the last 
word in refined elegance with respect to equipment. 
As an instance of the completeness of the organiza- 
tion and the thorough-going manner in which it goes 
about things, Austin Reed, Ltd., have their own archi- 
tect who looks after the planning of each new store 
added to the group. The fronts are as uniform as the 
buildings will allow. If the exterior has peculiarities 
of construction thet will not allow for alteration, the 
most artistic effect is worked out that is consistent 
with the ideas of this concern. Regardless of the dif- 
ference in details with respect to exterior construc- 
tion, a result is usually achieved that marks the place 
as a Reed shop. The architect, Mr. Westwood, has 
grasped the spirit of the institution and combined 
it with that which it both practical and beautiful in 
the exterior construction and the interior fittings. 
With the same idea of reflecting the spirit of the 
organization, Mr. Shorter has made his window dis- 
plays dovetail with the other elements of his institu- 
tion. Perhaps you are wondering how he manages to 
tun all over England trimming the windows of the 
various Reed stores. He doesnt! He trims them with 
his head, so to speak. Heres how he does it: 
In the main headquarters at Summit House, Red 
Lion Square, London, there is one whole floor given 
over to the display department. Here are specimen 





R. W. SHORTER 
Dis. Mgr., Austin Read, Ltd., London, Eng. 


cial display, are purchased in quantity and later sent 
to each of the stores. 


windows of similar proportions 
to the various windows of the 
different retail shops. There is 
also a show card writing de- 
partment where the original 
cards are designed and made 
by hand. 

Merchandise is bought and 
merchandising plans made from 
sixty to ninety days ahead. 
Window displays are likewise 
planned ahead and_ specimen 
window trims are made in the 
studio window, studied, tested, 
criticized and corrected in this 
laboratory at least sixty days 
before they are to appear. With 
this sort of plan, mistakes are 
eliminated. After a display has 
been O. K.’d it is photographed. 
The window cards are also pre- 
pared for the same display and 
these are printed from the orig- 
inal. Special decoratives, such 
as flowers that may be needed 
either for the season or a spe- 


In each store there is a displayman who quite thor- 
oughly understands Mrs. Shorter’s ideas of display 
technique. When necessary, a new man for one of the 
branch stores is first trained at Mr. Shorter’s head- 
quarters. Consequently, it is easy for the Austin Reed 
organization to display a given line of merchandise in 
all of their store windows on the same day, tying up 
with newspaper advertising, which is usually run in 
the Daily Mail and which has a daily circulation of 
1,750,000. It is not difficult to understand the fine mer- 
chandising possibilities that are open to such an or- 
ganization, with its leverage of buying power, window 
displays and newspaper advertiisng. To support these 
purely physical merchandising advantages, there is an 
accumulated good-will and confidence in the concern 
that is the result of years of steady growth based on 
good service and quality merchandise. 

Other members of the Austin Reed organization 
have already visited America. Mr. Reed, Mr. West- 
wooed and Mr. Hills were in the states last year look- 
ing over the best stores in the larger cities of our coun- 
try. Mr. Dean, co-director with Mr. Reed, accom- 
panied Mr. Shorter on the recent trip. Mr. Dean’s 
position is quite similar to that which we in America 
term “merchandise manager.” They will visit several 
of the leading stores before returning. 
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Shrider’s Efforts Win Finck Contest 


Buckeye Displayman’s Entry Brings First Prize in Overall 
Competition to His Employers—Sales Are Boosted 


UDGES in the Finck Overall Contest con- 
ducted in the first week of March have just 
handed down their decision giving first 
prize to C. M. Shrider, display manager 
for the A. E. Starr Co., Zanesville, O., 

whose reputation for consistently good merchandise 
showings is paralleled by remarkable success in cam- 
paigns of this character. Shrider has piled up an envi- 
able list of triumphs in manufacturers’ sales drives and 
his latest accomplishment proves that his skill is 
increased by each combat. 

The second prize was gained by The Star Store, 
French Lick, Indiana; the third by the Killian Co., 
Cedar Rapids, Iowa, M. H. Luber, display manager ; 
fourth on the list was the Sylacauga Cash Store, 
Sylacauga, Ala., while J. P. Johnson, at Manson, Iowa, 
won the fifth. As the awards were substantial cash 
prizes, the competition was very keen. 

Various means of showing the line were employed. 
One merchant suspended a 100-pound keg of nails from 
the leg of a garment, the other being hung by a rope 
from the ceiling. In another instance a large colored 
dummy was used, and at the base of the window was a 
three-masted schooner, which had no relation to the 
overalls, but put the finishing touch to a very attractive 
window. One of the winning merchants from Iowa 
displayed a farm yard scene showing a fence and one 
of our large pigs with a litter of small pigs bearing the 
slogan, ““Wear Like a Pig’s Nose.” The first prize 
window showed a dummy with arrows pointing to vari- 
ous features of the garment, and the setting was an 























outdoor scene showing trees with budding blossoms. 

On February 12, H. B. Lee, advertising manager 
for the W. M. Finck Co., circularized his dealers, and 
announced the short, snappy contest which ensued. 
“There is such a tremendous interest in Finck’s ‘Red 
Bar’ overalls and work garments that we are going to 
help all our dealers to cash in on it,” he declared. 
Referring to a facsimile of a letter received from a De- 
troit dealer which testified to the benefits derived from 
a previous contest, Mr. Lee called for special, windows 
during the week of February 27 to March 6, and listed 
five prizes ranging from $30 to $75 which would be 
awarded to the leading competitors. To compensate 
the luckless, he agreed to pay $3 for each window photo 
submitted. 

With the company supplying backgrounds, streamers, 
and other necessary material, the friendly scrimmage 
was begun, representatives of the Cole-MacDonald- 
Wood Advertising Agency, “Men’s Wear’ and “The 
National Retail Clothier” constituting the judges. 

Dealer interest was wide-spread and genuine. Pho- 
tos poured in and the judges were hard put to deter- 
mine the leaders in merit and sales value. The middle 
west had the largest representation but plenty of candi- 
dates loomed up in states as far removed from head- 
quarters as Texas and Georgia, while several trickled 
in from the New England states. In addition to the 
winners, the judges picked a long list for honorable 
mention. 

The measure of benefit which the retailers derived 
from their showings is evidenced by a letter from J. P. 





Good Background Effects, Sparing Use of Merchandise and a Good “Finck” Cut-Out Won for Shrider 
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Johnson, winner of fifth prize. “I am very much 
pleased that I entered this contest because this is one 
of the best bits of advertising I have ever had,” says 
Mr. Johnson. “I have had more people stop and look 
at this window than any other I have ever had in my 
twenty-five years in business. Please note the little 
ship in the window. This has been made by my son, 
and I am very proud of it. 

“Wednesday, March 3rd, we counted 769 people that 
stopped and looked at this window, and one time there 
were twenty-seven people looking at one time. Manson, 
lowa, is a small town of about 1,300, so I think this is 
extra good for such a small town. Also, on this day 
we sold twenty-nine pairs of Finck overalls. This, 
altogether, sure makes me feel good.” 





McCann Wins Humming Bird Fray 
Washington Display Manager’s Window Adjudged Best 
of 2,500 Entries; McVea of Rochester Second 


By A. W. LOWRY 
Chappelow Advertising Co., St. Louis, Mo. 


ARGE in number and far above the commonplace 
were the entries in the window display contest, 
one of the features of National Humming Bird 
Display Week, launched by the Davenport Hosiery 

Mills, Chattanooga, Tenn., April 26 to May 1, inclusive. 

Some 2,500 merchants from almost every state in the 
union participated in the contest. 

The rules were simplicity itself. 

The entire country was divided into two groups—cities of 
25,000 population and over, and towns under 25,000 popula- 
tion. In each group, four major prizes of $100, $75, $50 and 
$25 in gold, were offered. Consolation prizes of artists’ 
smock outfits were to go to senders of the next fifty displays 
in each group. Later these last-named contestants were 
offered their choice of smocks or automatic cigarette lighters. 

The Davenport Hosiery Mills offered liberal display ma- 
terial and suggestions. Beyond this the window trimming 
was strictly up to the stores themselves. 

The judges were the Chappelow Advertising Co., of St. 
Louis, Mo. They state that they had their work cut out for 
them, and the display managers of hundreds of the stores 
showed amazing fertility of imagination and ingenuity. 

The prize winners in the first group were: First prize, 
J. B. McCann, display manager, S. Kann Sons Co., Washing- 


THE DISPLAY WORLD 


Prize-Winning “Humming Bird” Display Produced by J. B. McCann, Display Manager, S. Kann Sons & Co., Washington, D. C. 


ton, D. C.; second prize, W. J. McVea, display manager, 
McCurdy & Co., Rochester, N. Y.; third prize, A. C. Lewis, 
display manager, Caheen Brothers, Birmingham, Ala.; fourth 
prize (tie), F. J. Brendt, display manager, N. W. Pugh Co., 
Roanoka, Va., and Fred Meyerheim, Kohn-Furchgott Co., 
Jacksonville, Fla. 





Second Prize, Group 2, M. R. Kruck, Norman, Okla. 


In the second group the prize winners were: First prize, 
Fred H. Bresee & Devere Perrine, Oneonta Department 
Store, Oneonta, N. Y.; second prize, M. R. Kruck, display 
manager, S. K. McCall Co., Norman, Okla.; third prize, Ben 
J. Nigg, care of C. R. Beach & Co., Lewiston, Idaho; fourth 
prize (tie), Allan H. Banks, Albany, Ore., and W. J. Brenne- 
man, Pickin’s Store, Hastings, Neb. 






—_— 
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Entry of F. J. Berndt, Roanoke, Va., Which Won Fourth 


One hundred and twenty-nine contestants received hon- 
orable mention. -'Full figures as to sales resulting from Na- 
tional Humming Bird Dosplay Week are not yet available, 
but the Davenport Hosiery Mills express themselves as very 
well satisfied with results. 
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Colorful Window at Mercy of Lighting 


Two Principal Elements of Display So Closely Related 
That Inappropriate Lamps May Mar Its Beauty 


By CHARLES SPAID 
Engineering Dept., Edison Lamp Works, General Electric Co., Harrison, N. J. 


INDOWMEN’S earnings, as in other busi- 
ness circles, are in proportion to the results 
that are obtained by their showings. In 
gaining these, illumination is a tremendous 

» asset, neglected by a goodly number of dis- 
playmen and gauged as a most valuable tool by others 
who, however, show an utter disregard for the primary 
laws of light and color. 

Stage lighting, like window illumination, is an art in 
itself, though a study of the two indicates a close simi- 
larity, and the displayman who regards his window as a 
stage is sure of results in sales. When the stage is illu- 
minated, a spot light is invariably used to rivet attention 
to an actor or a group and the same plan may be used 
in the window. Often a play’s success is based no more 
on excellence in plot or treatment than on lighting 
effects, and it is probably due to the latter that the 
masses are drawn to the theatre. The appeal of light 
and color is, indeed, great, and the stage long ago 
realized this. Its reaction upon the throngs which pass 
the show window is just as forceful. 

Light and color are more than intimately associated 
—they are each other. Nature is the master painter and 
man living under her influence has developed a color 
complex or sense. For instance, when the Barcarolle 
from the Tales of Hoffman is played the music is em- 
bellished to its highest degree through association with 
colored light. The natural interpretation of this ex- 
ample is resort to blue-green light, the “cool” colors 
linking up with the water scene described. From a 
study of this color psychology the utilitarian may derive 








as much benefit as the artist and it is due to this fact 
that the use of color has gained such a prominent place 
in window displays. 

The ear is an analytic instrument; consequently we 
have been able to distinguish certain notes in music and 


A Dull Finish Background Ideal for Lighting 


by the combination of these notes produce a tune or 
melody. These tones of the scale are definite and dis- 
tinct and have been universally recognized. The eye is 
not able to gauge with equal nicety the variations of 
color as it divides into shades and tints. There is, how- 
ever, a mode of color mixture used by the embryo 
artist before he discovers the tremendous variety of 
color possible by mixing in qualitative manner and 
it is this that the displayman must rely upon. 
There are two distinct methods of color mixture; 
(Continued on page 58) 


Effect of Direction of Light: (a) Illumination From Right; (b) Overhead Lighting; (c) All Shadows Reversed When Lit From 
Below; (d) Illuminated From Overhead and in Front; Shadows Are Neutral and Correct; (e) Highly Diffused Light; the 
Figure is Flat and Unattractive 
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Displaymen everywhere realize that 


or good lighting adds distinction to any 
S- show window display. This is why the 
is leading show windows of the country 
sf . are lighted with X-Ray Reflectors. 

sf BGz ' The “Jack” No. 400 X-Ray Reflector 
sf —_ i shown is just one of sixteen types of 


f a me > X-Ray Reflectors designed for every 
a z | a ey size and kind of show window. 
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n The best electrical dealers, everywhere, carry X-Ray Reflectors in stock. 
Demand genuine X-Ray greenbacked Reflectors! 
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Lithography’s Part In Display 


Its Colorful Products Are Valued by Producers of the 
Most Costly as Well as Modest Trintis 


By CHARLES R. ROGERS 


ERSATILITY is generally conceded to be 
the foremost requisite of the successful 
displayman, his constant need for chang- 
ing modes of presentation calling for the 
same resourcefulness which is demanded 

of the stage manager and the scenic painter. 

But while the responsibility for planning his win- 
dows so as to command the public’s attention rests 
upon his shoulders, a responsibility that is being les- 
sened as national manufacturers enlist the foremost 
windowmen of the country, as directing geniuses of 
their display divisions broadcasting ideas to decorator’s, 
everywhere, there are factors in every successful dis- 
play which give it tone and enhance its popularity and 
which are borne in from sources far removed from the 
display manager’s studio. 


SP 
HERCULES TURPENTINE 
5 Gallon rilting Crate 





How “Turp” and “Tine” Enliven Paint Windows 


The larger stores now have their card writers who 
give an artful touch to the sales messages which modern 
merchandising demands. In their products, they incor- 
porate color harmonies and embellishment as well as 
tasteful lettering that constitute a gigantic advance upon 
the crude and simple cards of the not distant past. 
There are a handful of displaymen who are good card 
writers but in this day of intensive specialization there 
is a tendency to divide the work of windowman and 
letterer as a means toward improving the quality of 
the work done in both fields. Where the two occupa- 


tions are still joined, the card is a simple adjunct of 
windowwork and seldom does more than indicate the 
facts of price and material. 

Yet display cards are a vital feature of every window 
and the advertiser, seeking an artistic arrangement, is 














Showing This Card Ties Up With Posters 


rare who does not turn to a newer source of card pro- 
duction shedding lustre upon his work. 

Lithography has accomplished what the ordinary 
card writer can scarcely do and seldom attempts to do 
—construction of uniformly beautiful and attraction- 
getting window accessories for which no apologies need 
be offered, and which embrace enough of color and 
symmetry to please the eye. 

The “poster” cards, and the cut-outs which are now 
in vogue have secured a firm grip upon the affections 
of American windowmen, acknowledged by the number 
of displays in which they are used. If a hosiery “trim” 
is to be installed, the. hosiery manufacturer’s contribu- 
tion of display material, which usually contains an am- 
ple supply. of these is brought into play. Overalls, 
collars, shoes, drug products, hardware, food stuffs, 
tobaccos and countless other manufactures share in 
the benefits. 

The pictorial artist, who fashions the decorative 
matter for the producers of national advertising, be- 
comes, in this manner, a member of the store staff. 
The placards and cut-outs in which his work. is repro- 
duced lose none of its beauty, none of its color, and 
none of its interest. To the store they bring not only 
the appeal which these outstanding commercial artists 
communicate to their canvases but through the direct 
connection which they establish with the advertising of 
the manufacturers, they stamp it as the local source of 
supply. 

It is no stretch of imagination, for this reason, t0 
give to the lithographer upon whose skill successful 
reproduction is dependent, a definite place in display. 
He is to the ordinary store what the syndicating car- 
toonist is to the smaller newspapers. He provides the 
features of display and guarantees to every merchatt 
who makes use of his services, whether in a crossroad 
store or palatial metropolitan house, the same standards 
of excellence. 

Even the artist who conceives and executes the 
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is graphically portrayed in the above picturization by Rusling Wood, 
Inc., of New York, in an advertisement of theirs featuring the difference 
between a picture and written words. 
















Picture Story 
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Write for it—TODAY 


The KOESTER SCHOO 








an immediate 


cause he 
mistakes that mark his window pic- 
tures as the work of an amateur. 


The Expert Artist Gets the Biggest Pay 


In the short space of four to eight weeks of study at the Koester School you can equip 
yourself with complete knowledge of all angles of display work. You will be able to do 
your work with the confidence that you have made no mistakes and that your windows 
will attract attention, please the firm and create a favorable impression for the store and 
produce maximum results. Window Displays are the most important form of advertising 
that the store possesses. The art of Window Trimming has been lifted from the realm of 
guess work and developed into an exact science very largely through the over 20 years 

‘ of experience and teaching as developed at the Koester School. 


Fascinating Work—Good Pay 


The VALUE 
of the 
SHOW 
WINDOW 


Depends on 
How Pleasing 


a PICTURE 
It Makes 


This picture consists of merchan- 
dise artistically 
composition and framed in de 
tions that enhance and complete the 
window display. 


is always making 


Complete details are found in our School Book 






arranged in correct 


cora- 





How to do this is taught at the 
Koester School. 





This is one of the things that en- 
ables a Koester graduate to make 
success of his work. 


The untrained displayman is al- 
ways handicapped in his work, be- 
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original drawing is frankly commercial, basing his ap- 
peal upon oddity, or humor, the technique of the studio 
is impressed upon his work, and followed faithfully 
in its reproduction. If it serves the advertiser’s pur- 
pose to create fanciful beings such as “Turp” and 
”’Tine,” the Hercules Powder Co.’s comic characters, 
and to insure their popularity through humorous antics, 
the brain children of the advertiser are ushered into 
action only after painstaking work by artist and adver- 
tising man in which colors and action have been sub- 
mitted to severe tests. When distributed to the retailer, 
the lithographed reproductions are proved means of 
attracting custom. 

Nor does the craft’s contribution end with scenic 
aids for the window. Here and there a manufacturer 
realizes that his dealer needs much besides art to sell 
his goods and calls in the lithographer to help him 
~wrestle with his problems. It is then that resourceful- 
ness and understanding of the retailer’s problems stand 
the latter well in hand. Suppose that the manufacturer 
has been using a gigantic poster to advertise goods sold 
from sample rooms. He must find a means of tying 
up the sample room with the poster and straight-way 
proceeds to devise a window card that can be attached 
to the pane of the representative’s window. Such was 
the policy followed in creating window material for the 
McCray Refrigerator Co., and it has been a profitable 
venture. 

A shoe manufacturer, catering to dealers stocking 
popular priced shoes and conscious of the meager at- 
tention given their displays seeks a device that will keep 
the name,of his shoes in their windows. The lithog- 
rapher scores again with a solution which induces prep- 
aration of a heavy board shoe stand, in attractive colors 
that serves the dealer admirably while constantly broad- 
casting the name of the brand of footwear shown. 

Lithography for the window may familiarize the 
passer with the package, identify it through resort to 
giant editions of like appearance, demonstrate the value 
of goods by illustration of tests, and create dummy 
forms on which goods may be displayed. But whatever 
form it may assume, in every instance, it becomes a 
willing and faithful aid of the displayman, and is more 
frequently his servant that he may realize. 





Cincinnati Library Adopts Display 


Gloomy Exterior Softened by Illuminated Windows 
Which Feature Late Books 


By E. GERTRUDE AVEY 
Field Representative, Public Library of Cincinnati, Ohio 


HE Main Library, Cincinnati, Ohio, enjoys a loca- 
tion in the heart of the city which enables it to 
serve the thousands of busy workaday folk who 
swarm into the business zone daily. The “cus- 

tom” which it receives is, in all respects, in keeping with 
the density of population, and the favor with which litera- 
ture is regarded in this industrious commercial city. 

The forces which led to the library’s decision to adopt 
window display were not inspired with a desire to increase 
“business” nor to stimulate public interest. These motives, 
though supplementary, were subordinate to the desire to 
offset the drabness of the front of the building. Realizing 
that the dark, unattractive exterior was no asset from an 
institutional standpoint in the evening, the board determined 
to place six narrow cases on the sills of the six front win- 
dows. It was here that the administrative officers began to 
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learn that they would have to borrow from the experience 
of merchandisers to control the forces they had set in motion, 

“What to place in the windows” was the first problem, 
The first week ‘solved itself, as it happened to be Children’s 
Book Week. Attractive copies of juvenile books filled the 
cases. Then we began to learn. The first person asked for 
the “large red book” in the second case. A list had not been 
made of the books used, but a list has been made ever since, 
and it is carefully filed at the catalog desk. Not just the 
current list, but lists for weeks back are referred to every 
day. Such requests as “I saw a book about Lincoln in your 
display case a few weeks ago and I want to read it” must 
be filled by finding the book and lending it to the inquirer, 

Before the first month was over another fact became 
evident. We could not put our only copy on display. Some- 
one always wanted the book at once, so the policy is to have 
at least one more copy of the book on display. The rules 
now observed are the result of experiences. 

As to policy, we seem to have about three points. We 
wish to show the people passing the library the various 
kinds of books in the collection, for apparently few realize 
the broad range of books in a public library. We follow 
local meetings, or events of interest, and, by showing books 
that cover the subject, give our patrons a chance to “read 
up” if they are interested. Often readers want more in- 
formation on the subject of the show or convention than is 
given by the publicity. And then to link up an interesting 
subject with special books! Passers stop to look at a pic- 
ture, a bird house, an old newspaper, or a piece of handicraft 
work, and then they glance at the books and realize that 
theer is something to read about the place shown in the 
picture, or that books give plans and proper dimensions 
for the person wishing to make an artistic and an effective 
bird house for his own garden. With all of the books avail- 
able, and with all of the events which take place, it has not 
been difficult to plan a display for all six cases every week. 

Because of the fact that people ask for books which have 
been on display, not only at the Main Library, but also at 
the branch libraries, and also as it is not possible to ask 
each inquirer why he asks for the special book, we have not 
been able to make an accurate count of calls. We trace 
some requests, and we can tell by the dates on the books 
that copies have been in circulation when used on display. 
People come in and comment on the displays and ask about 
them. On the whole, we know that the displays advertise 
the Public Library and that they do add to the circulation 
of library books. More than this cannot be expected of six 
small display cases. 





SEATTLE DISPLAYMEN TO GAIN BOSSES VIEWS 


Convention Director William Scharninghausen, in charge 
of convention arrangements for the meeting of the Pacific 
Coast Association of Display Men, to be held at Seattle, 
September 20, 21 and 22, has provided a _ novel feature 
through scheduling of “Bosses’ Night, when the Seattle 
Displaymen’s Club will entertain their employers. Each 
employer is assigned a topic upon which to speak and ex- 
press his ideas as to how various points of convention educa- 
tion should be handled. 

Selling more merchandise through the medium of the 
show window will be the chief topic and assigned to the 
principal speaker of the evening. A short musical program 
will be held during the dinner and several good vocalists 
will be heard. This idea is just another thought to cement 
good-will and cooperation between employer and displayman 
and helps in making known the aims and ambitions of every 
man who is interested in the future of good selling windows. 





NEW SAN ANTONIO READY-TO-WEAR STORE 

The Palais Royal, which opened May 15, is the latest 
addition to the field in this city. It will be the first ready- 
to-wear store confined to street floor salesrooms. 





OPEN TWO NEW STORES 
F. Rogers & Co., who operate two New York City stores, 
have opened suburban branches in New Rochelle and White 
Plains. 
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‘‘My Cutawl has paid for itself many times over’’ 


f our Display Men’s Convention Contest 


M. M. Hower, Display Manager for Hower & 
Seaman, Inc., of Muskegon, Michigan, whose win- 
dow display is here shown, won the First Prize at 
our Chicago Convention Contest. Mr. Hower is 
an enthusiastic user of 


THE INTERNATIONAL 


CUTAWL 


Also, all the cut-out work of this superb background was produced 
on the CUTAWL. Read his letter below. The complete list of 
awards by the Judges follows: 


FIRST PRIZE—M. M. Hower, Muskegon, Mich. 

SECOND PRIZE—E. C. Jones, Fairmount, W. Va. 

THIRD PRIZE—E. M. Fox, Kaufman’s, Harrisburg, Pa. 
FOURTH PRIZE—M. H. Luber, The Killian Co., Cedar Rapids, Ia. 
FIFTH PRIZE—C. Walter Johnson, Dickson-Ives Co., Orlando, Fla. 





Reproductions of the Prize Winning Displays will appear in this 
space as opportunity offers. In the meantime there is still an 
opportunity for every ambitious’ Window Display Man to create 
equally attractive background effects by the use of this high- 
powered, time and labor-saving machine. 


Send Today for Our 15-Day Trial Offer 


Use the Cutawl on your own, everyday work and see for yourself 
how much more and better work you will be able to do.. Write 
today for further particulars. 


THE INTERNATIONAL REGISTER Co. 
13 SOUTH THROOP STREET CHICAGO 














SHORT — 187022 INCHES 


MEDIUM- 24-0 28 INCHES 


PREPARED 
ASPARAGUS 


NEW PROCESS 


Will not fade or 
drop its needles. 


Prepared in natural 
green, silver, gold 
and autumn colors. 
Every spray has a 
perfect tip. 


Superior in quality 
to anything before 


LONG-30 INCHES | AND UP offered. 








Green, 





Wholesale Jobbers 


Asparagus Sprays. Prepared. Grass Green 





PREPARED FOLIAGE AND GRASSES—OAK SPRAYS in 
Prepared Palm Leaves—Prepared Cycas—Prepared Cocoanut Leaves—Prepared Uva Grass—Natural, 
Metallic Colors—Green Grass Mats—Pine Cones, and many other items for decoration. 


Red, Green, Tan; Dark Brown. 


Ask for Samples and Prices 


THE KERVAN CO. 


119 West 28th St. NEW YORK 


Manutfaéturers 
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Screening the Dramas of Industry 


“Scene-in-Action” Window Ads Show Engines Running, Fires 
Burning and Impart Appeal of Life and Motion to Product 


GONG sounds. Harsh, compelling, it 
comes in quick repetition. Crowds scatter, 
streets clear of vehicles, and vigilant blue- 
coats make way for the rushing fire trucks 
thundering on their way to the conflagra- 
tion that threatens public security. Flames are leaping 
from the windows, and clouds of smoke murk upward 
as the guardians of property lay their hose and begin 
their desperate battle to check the blaze. 
_ While they have been concentrating from their dis- 
tant stations a patrol of police and rushed up. Officers 
form a cordon about the danger zone; a fire line is 
drawn. The crowds can come no further. Crowds? 
Throngs, thousands, gathered up from everywhere, 
struggling, squirming, fighting for a closer approach to 
witness contest between man and the destroyer. With 
nothing at stake, they stand, milling, watching this ex- 
traordinary attack of nature upon normality. 

Fire, flood, motion, change-—any break in the drear 
monotony of humdrum life—rivets public attention. 
Sated senses revive expectancy, and dormant interest 
awakens. Merchants and manufacturers alike can derive 
benefit from this natural tendency. Coupling their 
products with. motion and light, they can give them an 
attractiverless that cannot be won in any other fashion. 

Through the research and experiment of the Scene- 
In-Action Sales Company, a device has been per- 
fected that enables the display advertiser to give to his 
message all the compelling force of his product’s at- 
tributes. A house engulfed in flames that rise and fall 
naturally gives the appeal of the asbestos roofing manu- 
facturer an effectiveness that no oral or “still” illustra- 
tion can provide. 

So, too, with other subjects. Clouds move; rain and 
snow falls. The coal dealer can make the approach of 
winter convincing and appalling; the insurance broker 
can ram home, with overweening force, the necessity 
for adequate protection. In coffee that pours and 
steams, the roaster has an ally that tops all “‘still’” dis- 
play material, and the maker of buckwheat flour fairly 
causes his prospects mouth to water as he gazes at the 
spectacle of rich brown molasses trickling down over 
steaming cakes. 

In a men’s wear window, a waterfall over which 
floods come tumbling down, enveloped in rich illu- 
mination, which casts back the multi-hued rays of the 
rainbow, will enhance the showing of neckwear or 
scarfs and embellish the white flatness of an array of 
shirts or underwear. In women’s apparel, blouse, negli- 
gee and hose may be similarly treated. 

Art is the foremost feature of these animated win- 
dow aids, but to this, meritorious in itself, is added 
the power of motion derived from inexpensive contri- 
vances. No motors, shut-ers or intricate paraphernalia 
are required ; there is no machinery to get out of order, 
no lens, or projection machine, and the operating ex- 
pense is very slight. 

From dusk through the long hours before midnight 


i) Weil M‘Lain 
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Passage of Flames Shows Boiler’s Heating Advantage 


these luminous evangels work tirelessly reaching out 
into the gloom to crowds that find their rare descriptive 
powers alluring. A train passing over a bridge, the 
locomotive’s wheels revolving rapidly, its cylinders ex- 
hausting steam, smoke pouring from the stack, is a 
gripping aid for any window. It is good reason for the 
enthusiasm with which a “loop” pen retailer in Chicago 
seized the opportunity to place the “scene” in his win- 
dow, evert though far from related to his merchandise. 

Manufacturers were quick to realize its possibilities 
in demonstrating modes of operation. The “Gas-co- 
lator,” a gasoline filter made by the Bassick Manufac- 
turing Co., originators of the Alemite lubrication sys- 
tem, has been given valuable publicity through picturi- 
zation of its filtering process and the flow of gasoline, 
which was made possible. To the average witness it 
told vividly and completely a story that hundreds of 
words would not have made plain. 

Similarly, the method of heating the Weil Mec Lain 
Scientific Combustion Boiler has been demonstrated, 
sparkling flames giving life and animation to an other- 
wise dull and uninteresting diagram. To this was added 
the important factor of a full revelation of the differ- 
ence of de.ail distinguishing this boiler from its com- 
petitors, illustrating the methods of retaining heat which 
make for less fuel consumption. 

The A. B. C. Oil Burner, presented through a cross 
section illustration, was shown in action. The flow of 
the fuel oil and the method of ignition was portrayed 
as well as combustion in the firebox. To the laymat 

(Continued on page 37) 
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Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that*decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


DAVENPORT-TAYLOR MFG. CO. 
412 Orleans Street 


Bronze Tablets and Changeable Signs 


THE HECHT FIXTURE CO. 
Main Floor Medinah Bldg., Wells and Jackson 


Everything in Display Fixtures 





INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 
Air Brushes and Accessories 


THE SPANJER-JANES CO. 
1160 Chatham Court 


Distinctive Display Decorations 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO 
134-140 North Robey Street 


Window and Interior Decorations 





SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 


everywhere—and recommended 


to progressive purchasers by the 


Buyers Service Bureau of The DISPLAY WORLD. 


Write for Catalogues! 


Copyright, 1924, by The Display Publishing Co 
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Better Windows Offset Competition 


Clean and Inviting Displays Give Edge to Merchant Who 
Seeks Advantage Over Less Alert Rivals 


By JOHN F. KEYS 
Secretary, Prather-Marquis Co., Seattle, Wash. 


N a southern city of 160,000 persons there are to- 
day more than 2,000 grocery stores. Three 
years ago there were 1,200, while in 1917 there 
were approximately 600. The city has in- 
creased in population about 25,000 in the past 

. eight years. The farmer trade is negligible. 
I do not believe there is a Statistical Sam anywhere in the 
country who can figure it out with any degree of accuracy 
where eighty average men, women and children will daily buy 
sufficient foodstuffs in the grocery line to show a profit to a 
retail grocery establishment unless the margin is a whole 
lot greater than it is commonly said to be. Can you offhand 
arrive at the conclusions of this second thousand grocers in 
the opening of their stores? 

Now, Mr. Average Merchant would be unwilling to pay 
more than 50 per cent of his lease rental if his establishment 
were merely a storeroom with no front windows. In other 
words, if his windows were cut off and given to some other 
merchant, or if the street front of his building was constructed 
of solid masonry, brick and mortar, only a door passage, but 
allowing for an equal amount of light to be furnished the 
stock through some other arrangement, it would require a lot 
of talk on the part of his landlord to induce this merchant 
to pay much more than 50 per cent of the amount of rent he 
does each thirty days for occupying that room. Conversely, 
then, one-half of his rent must go into his windows. Primarily 
these wintlows are intended for the display of goods that in- 
terest in them may be aroused and a desire to purchase may 
result. The window expense, rental, upkeep, etc., could prob- 
ably very fairly be charged to the merchant’s annual adver- 
tising budget. If he is paying $500 per month rent, his win- 
dows cost him three thousand dollars per year—an adver- 
tising expense, pure and simple. Most of the authorities on 
advertising for local and retail establishments agree upon the 
point that the dealer’s windows are or may be his greatest 
asset. The newspapers, billboards, car cards and other media 
are good, but his windows are the best. If all methods but 
one had to go by the board, ninety-nine merchants out of a 
hundred would select the windows and lose the others. 
There he has the prospective customer all to himself, no 
competition, nothing to detract from his full and undivided 
attention, everything is right that he may show just what 
goods he has available, a real opportunity for the actual sub- 
mission of the exact articles to the customer. No element of 
take-my-word-for-it or a picture of the article and a de- 
scription; just, here are the goods. Recall the “live” mer- 
chants of your own city. Is there a single one of them that 
neglects his windows? The window is the index to the store, 
there to be seen what may be purchased within. A great 
many that I notice give me the idea that I could here secure 
a fine assortment of flyspecks; or, if I can see beyond the 
flyspecks, I notice a display of nicely sifted dust. Something 
special in dirt is being shown and two shades are available, 
brown and gray. It is over all the articles in the window. 
That fellow thinks a lot of that dirt when he goes to such an 
expense to display it the way he does.. However, the most 
of us are able to secure what little actual dirt we need with- 
out buying it, and one could reasonably conclude that the so- 
called merchant is making: something of a mistake in offer- 
ing that particular product, if product it is. The next shop 
seems to have no flyspecks or dirt for sale. Your pity is in- 
stantly aroused, for here are three ladies and a little girl all 
afflicted with headaches at the same moment. It must be that, 
for each has a hand cupped against her head and is leaning 
against the glass. Not that at all. Mr. Merchant has here 
two of the finest movie screens on Main Street, known to all 


of the men and even a few of the ladies, where a short action 
movie of a very interesting subject, one’s own self, may be 
had for the turning of his head each time he passes. Mr, 
Dealer thinks he must be submitting attractive displays since 
we all glance his way as we pass, but if we even cared to see 
what he has within the glass would have to emulate the 
three ladies and the little girl. Windows that cost this mer- 
chant, we will say, $250 per month, three thousand cold, hard 
iron men each twelve months, almost a complete loss! And 
they could be put into action immediately if he purchased 
one $50 awning lined with a light-absorbing material and 
called in a lighting engineer from his local power company 
to give him the correct solution. 

In submitting goods through the windows to the buying 
public too many merchants seem to take it for granted that 
the goods will talk for themselves. Now the merchant cannot 
sell those articles to the customer who enters the store with- 
out pointing out the quality or utility of the article. He 
practically always tells a little about the merchandise, a little 
something more than just the price. Yet in the windows 
where the dealer is handicapped, personal conversation and 
contact with the prospect being impossible, many merchants 
do no selling whatsoever. Their windows are about the same 
as wall cases in museums though the exhibits may be modern, 
up to the minute, usable merchandise. Most sales hinge 
around a central idea, the use to which a certain article may 
be put, whether it is a pin, a steam thresher or a bridge 
table. Observing their work, 95 per cent of the window trim- 
mers are artists when it comes to setting the goods in the 
windows and in the making of beautiful letters. and figures 
on cards. Many get out cards in air brush and stencil works, 
cards that are worthy of more than passing mention. But 
only a few out of every hundred seem to put any brains into 
the game. “Special, $8.85,” or some other price, and they 
quit. That is evidently all they can say ‘about the goods 
they have gone to so much trouble to get into those windows 
in attractive display. A card, or the connecting link between 
the dumb object in the window and the prospective customer, 
should be the salesman, as I see it, short as to composition 
matter, yet getting over to the prospective customer something 
interesting about the goods, even though the suggestion is 
apparent or obvious. Say it! Possibly short description, 
semi-technical in nature, will be illuminating.. One evening 
not long ago, I stopped in front of a men’s furnishing estab- 
lishment that had a very good display of flannelette pajamas 
in the window. No particular desire to buy was created in 
my mind, though the prices were submitted and the goods well 
arranged. Right next door a competitor was showing a simi- 
lar line and I stoped again on account of a silent salesman, 
a card. It read: “Shock Absorbers. Warm Flannelette 
Pajamas That Take the Shock Out of Cold Sheets These Fall 
and Winter Nights.” I particularly noticed the shock as | 
climbed into bed that same evening, and the next day went 
back to that store and got a set of the “absorbers.” But the 
point is that the second merchant had sold me the night 
before while the first merchant had not, yet the two displays 
were almost duplicate. The talk had done it. There are only 
two methods, barring mental telepathy, of getting a thought 
from one brain to another: by talking, and by the use of the 
written word. In the windows the talking method of getting 
the argument through the glass is next to impossible; at 
least, it is usually impractical, so the only other method 
left is to write out the sales point and drive it through to 
the prospect. I have no figures available, but I do not believe 
that a window is more than 50 per cent efficient where goods 
are displayed unsupported by intelligent sales argument. 
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Get This Big Wonder 
Book on Fall Displays 


FREE for the Asking 





























Schack’s New Fall Flower Book just off the 
press will help you have unusual decorations 
for the coming Fall Season. 

You should send for this Big Wonder Book 
today and let it contribute to the success of 
Be oe ae vere tee §— your Fail dinplaye. 

trated in 4 colors. Many new and 


novel decorative ideas shown for the It’s Free for the Asking—Write 
first time. Send for the Book Today. Today—Ask for Book D. W. F. 


Schack Artificial Flower Co. 


MAIN OFFICE AND FACTORY / DOWNTOWN SALESROOM 
134-140 N. Robey St. CHICAGO 63 E. Adams St. 




























Display Fixtures Should Display Merchandise 


NOT THEMSELVES 


The Display Fixtures shown are carried in open stock and are packed to order. 


No. 5102— 6” Shoe Display Stand. 

No. 5129— 9” Shoe Display Stand. 

No. 5130—12” Shoe Display Stand. 

No. 5131—15” Shoe Display Stand. 

. 5144—Shoe Top for Pat. Dis. Stands. 
No. 5139—9” Patented Display Stand. 

No. 5125—Smali Heel Rest. 

No. 5146—Card Holder. 

No. 5140—12” Pat. Display Stand. 


10. No. 5141%—14” Round Top. 
11. No. 51401%4—12” Round Top. 
12. No. 51391%4—10” Round Top. 
13. No. 5144%4—Conf. Top for Pat. Dis. Stand. 
14. No. 5091—15” Display Pedestal. 
— 15. No. 5090—12” Display Pedestal. 
| 16. No. 5089— 9” Display Pedestal. 
17. No. 5088— 6” Display Pedestal. 
18. No. 5143—Oval Top for Pat. Dis. Stand. 
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| Clear Crystal Glass—Blends With Any Color Scheme 
_ JEANNETTE GLASS CO. Jeannette, Pa. 
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Summer Window Show in Salt Lake 


Retailers’ Association of Utah Metropolis Stages Merry Eventing Fete 
i Which Displays Are Viewed by Thousands 


3y ERNEST A. LAWRENCE 
Display Manager, Standard Furniture Co., Salt Lake City 


HE Retail Merchants Association, of Salt 
Lake City, put over a summer window dis- 
play, recently, which proved to be a huge 
success and the displaymen’s organization 
did real work in decorating the windows. 

It was rather a unique affair. A Wednesday afternoon 

was set apart for the time of decorations. All the 

windows were covered, some with canvas, some with 
paper, and some with soap, and so on. 

At eight o’clock that evening the windows were 
uncovered and the crowds assembled up and down 
the two main streets for half a mile, taking in the 
cross streets. Salt Lake has never before witnessed 
such a mass of people on the streets as on this par- 
ticular occasion. Many of the windows were showing 
living models, in bathing suits, pajamas, as well as in 
street costumes. - Other windows were occupied by 
specialty demonstrators, while motion devices ap- 
peared in a few. Several of the stores were showing 
miniature moving pictures, while others were enter- 
taining with orchestras and refreshments. One or 





two hac dancing on their main floors. All were alike 





Entry in Salt Lake Show for Zion’s Cooperative 


Mercantile Institution by W. R. Ashby, Display Manager 


in their enthusiasm to make this event a decided 
sucess. 

An attractive part of this summer window move- 
ment were the numbers which were placed in every <(is- 
play. Several days before the unveiling of the win- 
dows, the merchants gave out groups of numbers to 
every customer who came into the store, whether he 
bought or not. During the window show night cor- 
responding numbers were placed in the store windows. 
No one saw these numbers until the windows were 
uncovered at eight o'clock in the evening. There were 
hundreds of lucky people on the streets that night who 
matched their numbers and qualified for a worth-while 
prize consisting of a piece of merchandise on display. 

The Salt Lake displaymen heartily endorse | this 
idea to any city which may wish to try it, and the writer 
will gladly furnish further information on the subject. 
It is the intention of the Chamber of Commerce and 
its auxiliary clubs to repeat the procedure each spring 
and fall from now on. All the members of the Dis- 
playmen’s Association did themselves proud in_ this 
unique array of unusual and concentrated beauty. 
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| National Advertisers: 


Have you seen the cast bronze dealers’ signs we 
are making for Winchester-Simmons? 





= 





eis Here are everlastingly beautiful signs you can 
1 O F 4 offer to your selling connections at very low prices. 
1 ] | They reflect the quality of your product and give 


, ndoubte ne to the stores wherein it is sold. 
cast bronze easel signs made by The House of New- inline aan viele aide i . 
man for When Stores throughout the middle west. Your dealers surely will appreciate the attraction 


Something of equal class, dignity and long life and sales value of these business boosters. 


should grace your show windows ; . 
. re oe Whether or not you now use bronze signs, write 
May we offer suggestions, send catalogs and us about the nature of the design and we will quote 


quote our low prices? | you promptly. 


Sign Salesmen Needed! 


Make big commissions selling Newman Signs. At present we have openings for 80 live wires— 
men who can sell brass, bronze and changeable-letter signs to stores, banks, building owners, theatres, 
churches, etc. 


NO CLOSED SEASONS! EVERYBODY IS A PROSPECT!! YOU FIX YOUR OWN 
PRICES!!! : 


We furnish two big catalogs, order books and samples. We handle all accounts. You act as our 
representative and are paid liberally for your work. Write for details today! NOW!! 


THE NEWMAN MFG. CO. 


420 ELM STREET, CINCINNATI Est. 1882 














Now you can make good signs quickly ! 
Wehave devised cut-out alphabets using the latest styles 


















at ? of lettering . Each letter in the series has been specially de ~ 4) 
\ A \ / signed by lettering artists insuring consistently good design. _Qusnaimark 
. apse P 21E 23rd STREET 
H| "Our self-aligning feature (PATENT PENDING) enables you A seca 
to outline signs sposters perfectly in a few minutes. rittout oMigaline 
INEXPENSIVE SIMPLE EVERLASTING J eee tee 


M.S.NAI MARK I icici aad bathacansoiars : 
I21 EAST Z23r0STREET, NEW YORK,NY. 
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ORDER ONE OF THESE SETS TODAY AT THE UNUSUALLY LOW PRICE OF 


$67.15 


No. 3U Shoe Display Unit Consists of : 


2 DOUBLE PEDESTALS 13 SHOE STANDS 
1 PLATEAU 2 HEEL RESTS 


Carried in Stock for Prompt Shipment in Quincy Walnut Finish 


Other Sets and Individual Display Fixtures in 
Twelve Distinctive Designs—For all Classes of 
Built of Genuine Walnut—Finished With Lacquer. Merchandise—At Correspondingly Low Prices. 


Weighted Bases—Metal Connections—Interchangeable ‘ 
. Tops. Write for Catalogue No. D80 


QUINCY SHOW CASE WORKS _.:. Quincy, Ill., U.S. A. 
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Kansas Power Co. Sponsoring Displays 


Fosters Friendship of Merchants and Manufacturers by 
Showing Their Wares in Its Ultra-Modern Windows 


3y G. D. LOVETT 
Display Manager, H. B. & S. H. Ober, Lawrence, Kans. 


HE fact that a power and lighting corpora- 
tion is a quasi public body is recognized 
by lawyer and layman alike, and those 
who are not called upon to define its 
status know it as the dispenser of a neces- 

sary service. Gradually it is dawning upon these 
utilities that their contribution to the community need 
“not be limited to the sale of power or lighting, for, 
while this is the primary purpose of their existence, 
the uses to which these commodities are put fashion 
the life of the community. In realizing this, progres- 
sive utility companies see their opportunity to foster 
civic pride while emphasizing the final accomplish- 
ment of their efforts. 

Their current gives life and lustre to the mer- 
chant’s show window, lights his store, displays his 
wares, and is an essential of his business. It turns 
the machinery of the industrial plants of the city, 
and, through their progress, aids in the development 
of the business fields which have been platted as 
modern industry has unfolded. 

The insurance office, the bank, the publishing 
house, the bakery, alike fall back upon its aid for 
their promotion and growth. They all play their part 
in the community and contribute to the utility’s suc- 
cess. When it boosts them, it aids itself. 

Realization of this principle is seen in the use of 
window display space being made by the Kansas Elec- 
tric Power Co. in its new building at Lawrence, Kans. 
Recently remodeled, it was equipped with windows 
of the newest type and dedicated to the service of the 
city, its merchants and industries. Incidentally, the 
executives are showing merchants the immense value 
of proper lighting and setting for their displays. 

The plan is this: Each week they give their south 
windows to a merchant to be used in any way that he 
sees fit, drawings being made to determine the order 
in which the dealers receive them. 

“Ober’s,” the leading and naticnally known 
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Left, Ober’s Clothing and Cravat Display; Right, Charlton Insurance 


clothier of Lawrence, was the first store to enjoy this 
privilege. For this occasion I chose a set of Resilio 
“Historicals,” comprising eighteen cravats of highest 
quality priced at $3.50 each. Though the window was 
a block and a half from our store, the complete set 
was sold during the week, those on display going out 
with a rush. 

During the week of April 19-26 the window was 
given to the Charlton Insurance Agency, for which 
I installed a novel showing. This is a local organization 
having control of a wide section of the state for a num- 
ber of leading casualty companies. The agency was con- 
ducting a “casualty school” during the week with 
agents from all over the state in attendance and the 
window tied up with the event. 

An exact reproduction of the front of Charlton’s 
Insurance Building was made and cut out of wall 
board. Across the top of the building a sign read, 
“The Home of Protection.” Across the foundation 
was a card, “$481,000,000 Assets Form the Founda- 
tion of This Business.” On the glass of the window 
were pasted small signs, giving the names and assets 
of the thirty-one companies represented by Charl- 
ton’s. These were tied back to the building by ribbon 
streamers. In both corners of the window were pic- 
tures of the men who started the business sixty-five 
years ago, and of the sons who are now carrying it on. 
A street and sidewalks were introduced and a little 
girl was shown about to be run down by a truck. 
Also a big roadster had just turned the corner and 
collided with a “‘flivver.” 

Several printed, illustrated cards were used which 
humorously advertised the various kinds of casualty 
insurance, while a card in the foreground welcomed 
the visiting agents attending the casualty school. 

I do not know whether this window actually sold 
any insurance, but most certainly it caused much 
favorable comment and was a prestige builder for 


Charltons. 



















Window—Both installations by G. D. Lovett 
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Windows Are Vital in Furthering Sale Based on 
Slogan of “New Shoes for Old” 


By LLOYD R. CADY 


Display Manager, Phelps-Dodge Min. Corp., Dawson, N. M. 


EW Shoes for Old” may be a prosaic ren- 
dering of one of those flowery phrases 
which have been the joy of movie titlers, 
but, from the standpoint of effective sell- 
ing, it constitutes as satisfactory a‘slogan 

as the establishment with which I am identified has 

ever used. 
It symbolizes, tersely, the idea which underlaid one 








Dress Display by Mr. Cady Using Handpainted Background 


of the most successful sales which this unit of the Phelps 
Dodge mercantile houses has ever undertaken. We es- 
sayed to sell a special offering of shoes, centering our 
effort in this little coal mining town which proudly 
boasts 4,000 inhabitants. The results were really better 
than was expected, a surprising interest running our 
volume up to 1,200 pairs in a period of eleven days. 

I have always believed that the show window is the 
leading factor in store advertising, and this event gave 
men an opportunity to prove my contentions. Every 
shoeman knows that constant changes in style result in 
the accumulate of odds and ends in quality goods. 
There are always a few sizes of popular numbers that 
are left after the demand for the style has waned. To 
clean up our surplus was the primary object of the sale. 
Easter is a time when new footwear is a common crav- 
ing, and, I decided, the proper time for our drive. 

We started off on March 20 with a display of 300 
pairs of men’s women’s and children’s shoes in a win- 
dow with a frontage of twenty feet. Against a back 
ground of light green and organdy, which, at night, 
made a blaze of color, we placed tier on tier, shelving 
like a stair, from the center to the background. 

We were not content to depend upon the mere urge 
of Easter. The scales were weighted in our favor by 
cards which advised, “Don’t Throw Away Your Old 
Shoes. They are Worth Money to You. Between 
March 20 and Easter We Will Allow You 10 Per Cent 
Credit for Them on a New Pair.” And “Bring In Your 
Old Shoes. No Matter How Old. We Will Allow 
You 10 Per Cent on a New Pair For Them.” Special 
sale price tags were attached to all the window goods. 

_ Backed by full page adds and posters on the sides 
ot our six Dodge delivery trucks, we went into action. 
The sale started off with a bang and, as fast as our 
patrons claimed the benefits of this offer, we stacked 
the old shoes in the window behind a card with the 
simple explanation, ‘“‘Satisfied customers.” 


Display Moves 1200 Pairs of Shoes 
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mannequins Siegel 





Wax Figures of Distinction! 


THIS model, together with 
groups of new creations in 
mannequins made of papier 
mache with soft chamois fin- 
ish now on display at the 
showrooms of the 


International Clearing House of N. Y., Inc. 
303 Fifth Avenue New York City 


Distributors for U. S. A. 


Illustrations Furnished Upon Request 
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Britisher Discounts Yankee Claims 


Leading English Haberdasher Addressing Displaymen Declares 
Novelty in United Kingdom Excels U. S. Standardized Beauty 


HE superiority of American display in com- 
parison with British and Continental win- 
dowcraft has been emphasized repeatedly 
by Yankee observers, but confidence in 
their own skill is somewhat shaken by the 

criticism of American methods contained in an address 
recently delivered by Austin Read, a leading London 
merchant, to the British Association of Display Men. 

Mr. Read is the head of a chain of haberdashery 
«hops which are represented in the leading manufactur- 
ing and provincial cities of the United Kingdom. A 
frank advocate of window display, he declared his faith 
in British method in an address which covered most of 
the problems of the windowman and incidently dis- 


counted American effectiveness. 

“It is often said in this country that we are very much 
behind other countries in display technique,” he said. “Per- 
sonally, I do not think that we are. Certainly we have 
a lot to learn and have a long way to go, and we 
can learn from other nations, but I am not at all pre- 
pared to endorse the sometimes sweeping assertion that this 
country is far behind France, America and Germany, and 
that we are 25, 30 or 50 years behind the times. Actually in 
this country there is more variety of window display than 
perhaps anywhere else in the world. There is a very high 
standard in America, but it is a very definite standard, and 
it is so standardized that it becomes almost monotonous to 
walk down Broadway or Fifth Avenue or some of the im- 
portant streets in Philadelphia, where you will see a high 
percentage of what the average man would call well-dressed 
windows, but there is a great sameness about them, and 
there is not as much effort to create novelty or arouse atten- 
tion in the states as I feel we are exercising in this country 
at the present time. I feel confident I could take you and 
place you in front of any one of twenty windows in the 
states and in New York, and without the aid of a price 
ticket or display card bearing the firm’s name you would 
not be able to tell me into whose window you are looking. 
That clothing window might be one of half a dozen firms, 
but I do not think you can say that of the windows in the 
city of London. We have not reached any very definite 
standard. We are aiming at improving the general standard 
of window dressing, but do not let us get it into our minds 
that the other people are altogether in advance of us. Let 
us realize that we are along the right lines, although we 
have a long way to go; the percentage of retailers who are 
alive to the advantages of efficient window dressing is per- 
haps a small one, but I cannot help feeling that the display- 
men in this country have a great future in front of them. 
I believe that within the next ten or fifteen years there will 
be a great awakening throughout the country to the value of 
good window dressing, with the result that you younger men 
should find plenty of scope for your talent, and if you are 
original in your ideas, I think you will have little difficulty 
in finding the opportunity to express them.” 

At the suggestion of Mr. Shorter, display manager for his 
stores, Mr. Reed was host to the Association for the occa- 
sion, and the meeting was held at company offices at the 
Summit House, Red Lion Square, W 1, London. He as- 
sured his guests that it was a real pleasure to welcome a 
gathering which symbolized the progress made during the 
past ten years. 

“A gathering of this kind would have been impossible 
ten or fifteen years ago, and I think that it is a wonderful 
omen for the future that this association has nearly 700 
members. 





“In my mind there is no doubt that there is a large fuiure 
for the displaymen, and for the art with which they are 
associated. When you realize that rents in London and 
throughout the provinces have not merely doubled, but in 
some cases quadrupled, in the past ten years, you will under- 
stand that if those rents—coupled with the excess rates and 
taxes—are to be justified, it will mean that the shopkeeper 
must make the utmost use of his display windows. 

“Shopkeepers in general are beginning to realize that fact, 
I’m sure, and those who do not realize it and who do not 
make the best use of their windows find that they have, 
sooner or later, to relinquish their premises to those who are 
more progressive.” 

Forestalling the charge of dealing in platitudes, he based 
his conclusions upon the experience of his own establish- 
ment. “I must take the risk of treading old ground,” he ad- 
mitted, “because I feel that if I am to do any good at all 
I must give you my views as a business man and not as a 
window dresser. From the beginning of the business of 
Austin Reed, we aimed at putting in windows that attracted 
the maximum amount of favorable attention. We had no 
money to spend in advertising, and so had to make the best 
possible use of our windows, and at that time—twenty-five 
years ago—it was not very difficult to get out of the rut and 
to put in a type of window which was novel, unconventional 
and attractive. 

“I think the first essential of a window that is to be a 
success from a selling point of view, is that it should reflect 
the policy behind the business. Sometimes I see in the trade 
press criticisms of windows, and they are held up as ‘good, 
bad or indifferent,’ and their use viewed purely from an 
artistic standpoint. We are told about the colors, how they 
were planned, how the goods were apportioned in this or 
that side of the window, and how the balance was arrived 
at, but we seldom hear anything of the business that is being 
carried on on the other side of the window enclosure; but to 
fairly judge a window one must know what amount of busi- 
ness is being reflected in that window, as I think the win- 
dow which is a particularly good one, in say, Oxford Street 
or Knightsbridge, may be an exceedingly bad one in the 
Old Kent Road, or in a mining town in South Wales. I 
think the first question a displayman should put to himself 
is, ‘Exactly what does this business stand for? Who are the 
people aimed at? For what class of the public are we 
catering?’ Then he should try to make his windows appeal 
to that particular class of the public and not endeavor to 
stoically follow some of the big lights of the profession who 
may be doing very wonderful work for their firms who are 
catering to an entirely different class of public. 

“Another essential to the success of a display is that it 
should have some ‘center of attraction.’ I often notice 
exceedingly pretty windows, well balanced and quite beyond 
criticism from a color point, but they do not appear to me 
to have any center of attraction. Our own windows are, | 
suppose, an average of about 10 feet by 4 feet to 5 feet deep, 
and it is impossible for the eye to take in the whole of the 
window at once. I think it should be the aim of the display- 
man to create a ‘center of attraction’ (not necessarily in the 
center of the window) at some point, so that the eye may 
naturally travel to that spot and there at a glance get the 
message. 

“In the old days the average shopkeeper or his assistant 
could make a fair, or what was then considered a very fair 
window display, but, like every other branch of commerce, 
this has become a specialized department. Men with special 
ability have given their whole time to studying the best 
methods of display, with the result that I find myself this 
evening surrounded with the ‘high lights’ of the display 
world, and I think it is a very bold task I have undertaken 
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to address you ladies and gentlemen, who are giving up the 
whole of your time to the study of this special department 
of commercial life. 

Someone said that shop windows are the picture galleries 
of the people. I am afraid that in many cases the people 
have not very much to boast of in the way of picture gal- 
leries, but then that it being remedied by those of you who 
are rapidly becoming—and those who have become—great 
artists in this particular field, and I think you have this dis- 
tinction, that while the artist who expresses himself on 


caivas is seldom famous until after he is dead, you stand . 


every chance of becoming famous while still living. I have 
no doubt that in the very near future we shall find display- 
men will be included in the New Year or Birthday Honors 
list. (Laughter.) 

“Now I feel that this question of display from a purely 
commercial point of view is perhaps today very much in the 
same position that advertising was until just recently. I am 
quite sure that many a retailer is asking himself, ‘Does it 
pay?’ in the same way that a few years ago people were 
asking, ‘Does it pay to advertise?’ We soon had it demon- 
strated to us that it did pay to advertise, as those who adver- 
tised were those who were making a success of their busi- 
ness, and so the skeptics rather changed their ground and 
asked, ‘Well, who pays for the advertising?’ The best an- 
swer I know to that question is, “The man who does not adver- 
tise, and I think the same is true of window dressing. 

“Sooner or later, whatever department of life we are in, 
whatever our calling, it has to be justified on economic 
grounds, and if the displayman is not an economic proposition, 
then, of course, he must ultingately fade from the picture, and 
so I have been asking myself this question, ‘Just exactly 
what does constitute a good window?’ as, after all, that is 
your real ambition in life—to produce good windows, good 
display windows. I feel the answer is, ‘The window that 
sells the goods.’ Ultimately it must come to that. The win- 
dow selling the goods is the good window. 

“Then there is the educational value that can be put into 
the window. All goods have some special features which 
are interesting to the public. 

“I feel that those are selling points which should be 
demonstrated in the window display. If I may illustrate 
from our own business, I feel that when we are making 
a display of shirts we should either attract attention to the 
material from which the shirts are made, which embody the 
strongest point about them, or demonstrate some little gadget 
attaching to the shirt, such as the detachable collar and cuff, 
or that the shirts can be obtained in varying lengths of 
sleeve, or a little pocket at the back for the neckband to 
receive the back stud preventing it from rubbing and irri- 
tating the back of a man’s neck. I think that the display- 
man when displaying an article should say to himself, “What 
is the distinctive feature about this article, and what is 
going to make it attractive to the average man or woman? 
Is it the quality of the goods or the service ability?’ and 
by mentioning that feature in the window he would be help- 
ing to create a selling window. 

“Then there is balance and color and artistic value 
which I am afraid some displaymen are rather apt to 
accentuate and overvalue. I readily and easily understand 
the temptation to try to get a generally pleasing effect, 
something that will make a picture in the purely artistic 
sense of the word, and, while that must be striven for, I feel 
that these are the last essentials of a good window. 

“From our own point of view, we are very keen on get- 
ting as many topical shows as possible. We like to link up 
with the current event that has advertising value and reflect 
the policy of the business as it shows the business is alive 
to what is happening locally and nationally. Some of our 
most successful shows have been (especially in the provincial 
centers) where we have linked up with some local happening 
and gone out of our way to demonstrate our oneness with 
the locality in which the shop is located. I feel that that 
is a point which young window dressers should look out for 
and bear in mind. They should look ahead and try to sense 
what is happening and likely to happen in their district 
and get all the window advertisement out of it that they 
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possibly can. If the firm is using wide publicity, the more 
closely that can be linked up with the windows and the win- 
dows with the policy of the firm, the better. One fact that 
is often demonstrated in our own windows is that shirts can 
be had with three different sleeve lengths, and that is one 
important point in our business that should be known by 
every man. By putting cards to this effect in the windows 
and advertising the fact, it has done more to make the men 
realize that they can get the correct sleeve length in an 
Austin Reed shop than any other means. Therefore, where 
you can link up advertising with your displays you make a 
good selling window in the ordinary sense of the word. 

“The more naturally the goods can be shown the better. 
Possibly some young and inexperienced window dressers 
are apt to twist goods about until they are almost unrecog- 
nizable. I have seen pajamas take on most peculiar con- 
tortions, and other articles that cease to be articles at all 
as viewed. We believe that the more naturally the goods 
can be shown the better. Shirts displayed with collars and 
ties adjusted and knotted as worn have a very much greater 
selling value thari shirts displayed in any other way, and 
this is true of a great many articles. There is a temptation 
for the less experienced man to try to get some novel effect; 
possibly he feels that pajamas have always been shown one 
way, but making them appear quite different so that a man 
will not recognize he is looking at pajamas does not help; 
he may imagine he is looking at a lady’s skirt or some dress 
material. It is clever, but Ido not think it is any good from 
a selling point of view, and should be avoided as far as 
possible.” 


Gold Medal Co. Contest Started 


Annual Prises Offered in Race Ending August 15 
Which Has Begun With a Boom 





HE Third Annual Window Display Contest staged 

by the Gold Medal Camp Furniture Co., Racine, 

Wis., got under way April 1, and will continue 

until August 15. There is no set week in which 

displaymen must enter the contest but it is essential that an 

entry card be submitted and that a display featuring “Gold 

Medal” Furniture shall be-on view for at least a week. 

Allied, but non-competitive products may be shown and a 
special window strip must appear in the display. 

Upon receipt of an entry card, a supply of miniature 
furniture will be sent the company by whom the window- 
man is employed and billed at a special figure. When a 
photo of the display is received this charge will be handled in 
such fashion as to constitute a remission. The material 
has a retail value of $11.50. 

A capital prize of $100 and nine others totalling$200 are 
offered for the best windows while ten “honorable mention” 
prizes of $5.00 each have also been set aside. 

Thirty days after inauguration of the contest, 300 display- 
men had signified their intention of participating, and it is 
thought that the enrollment will exceed the 1925 competition 
when 508 contestants were entered. 

“Gold Medal Furniture” consists of cots, chairs, tables 
and stools devised expressly fo rcamping and vacation use. 
A booklet explaining details of the contest rules may be 
procured from the manufacturers at Racine, Wis. 





“57 VARIETIES” FEATURED IN FURNITURE SALE 

Coupling of a furniture sale with the theme of “Know 
Your City” was an accomplishment of the Select Furniture 
Corporation, Pittsburg, Pa., recently when the fact that the 
Steel City is also the home of the H. J. Heinz Co., origina- 
tors of-the slogan, “57 Varieties,’ was played upon. De- 
claring that as the Heinz Co. had established a reputation 
for purity foods, the Select Corporation was following their 
example in the furniture field, they initiated a ”57 Varities 
Sale” in which fifty-seven items were featured at special 
prices. The sale was staged,on Saturday and is said to 
have largely swelled the days’ volume. Window displays in 
which the theme was developed through liberal use of Heinz 
products in conjunction with the featured merchandise con- 
tributed to the day’s success. 
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Echo Advertising In Your Displays 


Windows Reproducing Familiar Features of Publicity Support 
Its Appeal and Close Sale to Undecided Prospects 


By E. J. SHORT 
Display Specialist, Danville, Va. 


PPEALING displays working hand in hand 
with equally appealing advertisements each 
with the same outstanding features that 
remind and draw attention to the other, 
make a combination with attractive power 

that is sure to result in a marked increase in sales. 

As the primary purpose of all displays and adver- 

~tisements is to draw attention to the goods offered for 
sale in order that interest either in the merchandise or 
in the store may result, it naturally follows that power 
of attraction is the first point to be considered. If the 
window or advertisement does not secure attention it 
can not possibly sell goods or impress the location of the 
store itself upon the mind of the prospective customer. 

To dress the window that reaches out in the street 
and “holds ‘em’ is the ambition of every display man- 
ager. But too few realize that while power of attrac- 
tion may be considered the most important point of a 
display, it is impossible to secure it unless minute atten- 
tion is paid to all details, such as color combination, 
balance, cleanliness, correct lighting and stress on the 
special background or setting that will link up with the 
store advertisement for that special occasion. 

An attractive advertisement makes readers want 
what you have to sell. That’s all you can expect ad- 
vertising to do. And that’s the final recipe for attrac- 
tive advertising. 

This sounds trite enough, but retail advertising gen- 














erally hasn’t yet incorporated this idea. An inspection 
of any considerable volume of the mass of advertising 
used by stores in America consuming white newspaper 
space costing from $3,000,000 to $5,000,000 per week 
shows much of it characterless, idealess, weak and un- 
interesting. What selling power it possesses is all too 
frequently the appeal of slashed prices. 

Improvement in individual cases can be brought 
about by producing clear, clean and inviting messages. 
Let the story depict your wares enthusiastically stress- 
ing the good points so that the reader can see how desir- 
able they are, and why. 

The themes which rouse the greatest interest are 
those which arise from the needs, desires, pleasures, 
and difficulties of the men, women and children who 
make up our communities; in close relation to these 
are the issues which concern their possessions. When 
your message is destined to play upon subject-matter 
in which these interests are dominant, the copy has 
compelling force. 

Ceasing to be a mere recounting of goods and 
prices, a hasty attempt at description of shape and 
color, it strikes out across country directly to the 
patron, and, confronting him with issues that are 
elemental, commands not so much his attention as an 
interest that is based upon the emotions. The figure 
of a child in a window, or an etching in an ad strikes 
a chord of parental affection; the steaming flow of 








A Setting by Mr. Short in Which the Center Panel Reproduces an Etching From His Ad 
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coffee from a percolator suggests the aromatic and 
refreshing qualities of the beverage, and in the same 
fashion a carefully fashioned drape of fabric in the 
window rouses more interest than display in the bolt. 
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Youthful Fashions for Summer 






































REED & BARTON. — 




















A Short Ad Layout Tying Up With His Display 


Your ad copy, following the same principle, can be 
assured heartier reception if it emphasizes the new 
gown instead of the new fabric, the lustre lent the 
wearer, and the sparkle of the gem offered, rather 
than mere proffer of jewelry. 

It isn’t impossible to link window and ad together, 
as the accompanying illustrations demonstrate. The 
pull from one to the other works toward the advance- 
ment of sales, and gives a strength to both divisions of 
publicity lost when they are not related. 





APPOINTED DISTRIBUTORS FOR MANNEQUINS 


The International Clearing House, 303 Fifth Avenue, New 
York, has been appointed American distributing agent for 
the new chamois finished mannequins produced by the Estab- 
lissements Siegel, Paris, following a trip to this country by 
A. Siegel, head of the manufacturing organization. 

Samples of the new line brought over by Mr. Siegel were 
exhibited for the first time in the states at the I. A. D. M. 
convention, where a representative showing of models was 
well received. The list included replicas of models on dis- 
play at the Paris Art Exposition at the Grand Palais. The 
new finish in chamois is a novelty resembling that of a 
chamois glove and suggesting transparency. 





CONSOLIDATED SIGN LETTER CO. MOVING 


Consolidated Sign Letter Co., of Chicago, manufacturers 
of gold leaf window letters, script signs, trade-marks and 
business emblems, announce their removal from 632 South 
Dearborn Street, to more centrally located and larger quar- 
ters at 73 West Van Buren Street. 




































REED’S 
Crepe Papers 
Made in 40 Beautiful Colors 


Especially adaptable for 
Decorating Show Windows 


Send for our Free Booklet 


“WINDOW TRIMMING 
MADE EASY” 


It will give you many helpful sugges- 
tions for making Tubes, Pom Poms, 
Drapes, Valances, Fluted Edges, 
Rosettes, Crushed Crepe Fringe for 
window decorations. 


C. A. Reed Co., Williamsport, Pa. 


Please send me your book, “Window 
Trimming Made Easy.” 


Name.. 
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Address 
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Crepe Paper Favors 
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Saratoga’s Past Revived In Displays 


Showings of Antiques and Old Papers and Books Feature 
Celebration of New York Town’s Centennial 


By JOHN M. COREY 
City Historian, Saratoga Springs, New York 


HE year 1926 has been conspicuous for 
centennials and celebrations, and in none 
of the cities which have paused to take 
note of their growing age has the com- 
memoration of progress been more fit- 

tingly expressed than in Saratoga Springs. In the cen- 
_ter of the territory made historic by the disastrous 
campaign of Burgoyne when the flower of British sol- 
diery was forced to yield to the superior generalship 
and strategy of the American revolutionists, this vil- 
lage has gone on through the vears constantly adding 
to her laurels, and finding in the long caravans of pil- 
grims that annually visit her sanitariums and race 
tracks recognition of her claims upon history as well 
as the boon of famous mineral springs and recreative 
amusement. 

On April 17, 1926, the village of Saratoga Springs 
was incorporated, and, quite naturally, the date of her 
nativity was properly celebrated this year. On April 
12, a week, given over to her centennial, was begun, 
the village assuming a gala aspect as merchants and 
city “fathers” joined in acclaiming her accomplish- 
ments and recalling through printed publicity and 
store windows the outstanding episodes of the past. 

Some remarkable displays were produced in fur- 
therance of this project. Old relics, resurrected from 
their dusty attic surroundings, in the hands of skilful 
displaymen told Saratoga’s history to her present in- 
habitants with a graphic force that reams of paper and 
floods of ink could not accomplish. Photographs, 
spinning wheels and old costumes in the windows of 
the J. P. McGirr Company, a leading dry goods house, 
riveted public attention in a fashion that paid tribute 
to the dexterity of Display Manager J. R. McGirr. In 
the windows of E. D. Starbuck & Company, Display- 
man Rowland Carr used objects of like character to 
emphasize the progress of the years in appropriate 
manner. Old photos and old tobacco cartons gave in- 
terest to displays of L. H. Hays’ confectionery, while 
“Hutchens, the Sporting Goods Dealer,” seized the 
opportunity to link up his business with the charm of 
the “eighties” through exhibits of pictures of old-time 
bovers, and shirts worn by the champion cyclers who 
flourished during the early days of the bicycle. 
Menges and Curtis, druggists, resorted to the cus- 
toms of the old-time pharmacist to win the attention 
of the celebrators. 

There were old fire buckets, guns, uniforms, 
household articles, books and old relics of all types 
imaginable on display. Stores that did not show these, 
attached old newspapers and old advertisements to 
their windows. The old-timer came into his own on 
the occasion and the expression, “Ask Dad—He 
Knows,” was applied more than once. The Daily 


Saratogian gave quite a little space to the event and 
wrote up the various store windows and the views of 
“old-timers.” 

The carnival spirit was abetted by the civic ball 
tendered by the city at Convention Hall. This huge 
building, which has a capacity of 8,000, was filled on 
the evening of April 16, with 3,000 dancers enjoying 
the well-balanced program which had been prepared. 
Opened by an address of welcome by Mayor C. H. 
Knapp, the event soon asssumed the attributes of a 
historical panorama. Old folk songs were sung, old 
airs given expression in a band concert, and then 
the older folks joined in portrayal of the dances of 
the past. Waltzes, quadrilles, Virginia reels, barn 
dances and lanciers followed each other through the 
fore part of the evening, at midnight a grand trans- 
formation scene depicting the wane of the old century 
and emergence of the new. 

Modern music then suceeded the nineteenth cen- 
tury melodies of the elders, and youthful dancers 
swung into the fox trot, its rhythm inspired by the 
latest compositions of Broadway’s song writers. 

The entire week was a big success, its outstand- 
ing feature being inauguration of a weekly sale to be 
held each Wednesday, each merchant offering a 
“leader” at a reduced price. The public reads each ad 
so as to find out what “Soandso” has on sale, and the 
show windows exhibit the “leaders” to render the 
publicity complete. 

The power of effective window advertising has 
been demonstrated pretty thoroughly through the 
celebration. Public interest was stirred by the un- 
usual displays which brought home to Saratogians 
with greater force than any other agency the value of 
the village’s heritage from the past. People went from 
window to window gazing at the antiques and satisfy- 
ing their curiosity with further information derived 
from inquiries inside the stores. People known to 
come downtown but seldom made it a point to get 
down and see the displays. That windows of this type 
attract and that the merchant benefits by their use is 
very well supported by the results of our celebration. 





MAKERS OF LIGHTING FIXTURES IN CONVENTION 

Makers of lighting fixtures met at the Hotel Windsor, 
Montreal, on June 23, for a four days’ session in which 
manufacturers of lighting fixtures, floor and table lamps, 
illuminating glassware, incandescent lamps, lighting equip- 
ment, dealers, jobbers, electrical contractors, architects, 
builders and importers participated. 

The first day was given over to meetings of the executive 
committee, and the general sessions began on June 24 with 
an address of welcome by Alderman Theodore G. Morgan, 
representing the mayor. Addresses by the officers and reports 
of committees featured the morning, while consideration of 
a program and code of ethics was scheduled for the after- 
noon. 
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Whitnah Winner in “Nemo” Contest 


Sales Promotion Manager Jepson Announces Launching of Cup 
Competition and Awards Trophy to Kansan 





HE results of the third annual Nemo Week Win- 
dow Display Contest, held under the auspices of 
Kops Brothers, Inc., New York, proved so remark- 
able that they have decided to make this perma- 














of Display Men, held in Chicago during the week of June 14, 
Frank Jepson, sales promotion manager of Kops Brothers, 
Inc., presented the cup to R. T. Whitnah, display manager 
of The Crosby Brothers Company, of Topeka, Kansas, who 
































d nently an annual event, and to award the winner of the con- was first prize winner of the 1926 Nemo Week window dis- 
f play contest. 
The award of this cup to each succeeding winner will be 
i] an annual feature of the window display men’s convention. 
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‘ Second Prize Display by W. Oliver Johnson, Edmonton, Can. : < 
y Masse ear linet — Nemo-fax 
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loving cup about 24 inches high with his name engraved nn tee FIGURE TYPE’ 
n- thereon and to be kept by him for one year until the winner 5 Bowes 
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id First Prize by Raymond Whitnah, Topeka, Kansas 
ne The list of winners announced by Mr. Jepson included: 
he First prize, $200 and loving cup, R. T. Whitnah, The 
Crosby Brothers Co., Topeka, Kansas; second prize, $100, 
‘o W. Oliver Johnson, Johnstone-Walker, Ltd., Edmonton, Al- 
” berta, Canada; third prize, $75, L. L. Wilkins, Kerr D. G. 
he Co., Oklahoma City, Okla.; fourth prize, $50, Leslie D. Slack, 
n- Wurzburg D. G. Co., Grand Rapids, Mich.; fifth prize, $25, 
ns George H. Wagner, Denecke’s, Cedar Rapids, Iowa; $10 
yi F ; ia ‘ prizes, W. Z. Coy, Miller, Rhodes & Swartz, Norfolk, Va.; 
. Third Prize Window by L. L. Wilkins, Oklahoma City F. J. Wagner, The Shepard Stores, Providence, R. I.; J. B. 
tas of the succeeding contest is announced. His name will then McCann, S. Kann Sons Co., Washington, D. C.; Harold A. 
y- be added to the list, engraved on the cup, and the cup pre- Grinden, Duluth Glass Block Store Co., Duluth, Minn.; Ray- 
ed sented to his keeping for a year. mond Schock, Ellis Mills, Reading, Pa.; James Powell, The 
to At the recent convention of the International Association May Co., Denver, Colo. 
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F achievement is the meas- 

ure of a man “Clem” 

Kieffer is a peer among 

his fellows in display 

craft. In his career as a 

windowman and as a leader in the 

movement to elevate the display pro- 

fession he has won signal triumphs, 

but, with all his conquests, he has pre- 

served a modesty of manner and a 

self effacing tendency which endears 
his to his associates. 

He admits that whatever success 
he has had has been obtained through 
hard work coupled with enthusiasm 
for his work and the pleasure derived 
from it. Like many of the “old school” 
he began “trimming” windows when it 
was necessary to make all the display 
fixtures from packing cases, and his 
budget for the first year was $152.90. 
In some fashion, he managed to install 
five windows weekly on this amount. 

In 1906, he was a “boy of all work” for the Kurtz 
Stores, Philadelphia. Believing that he could arrange 
the window (they had only one) better than his em- 
ployer, he told the latter, who promptly ordered him to 
prove his ability. This was the beginning of a period 
of service which finally placed ten windows under 
Kieffer’s control. 

At the end of eight years, the young displayman 
went to Buffalo to assume charge of the C. A. Weed 
& Co. windows, where he remained for seven years, 
going to Kleinhans of Buffalo in 1921. This com- 
pany now has 420 square feet of display space devoted 
exclusively to the showing of men’s and boys’ wearing 
apparel. 

National advertisers and trade publications have 
paid frequent testimony to Mr. Kieffer’s ability as a 
display artist, their tribute being expressed by a long 
list of prizes consisting of the Loving Cup of the 
Haberdasher Display Championship, won five times, 
the National Retail Clothiers Cup, Sweepstake Cup 
and trophies on Hickok Belts, Nettleton Shoes, 
Interwoven Hosiery, Spur Tie, Bristol Steel Shafted 
Golf Clubs, Wheary Trunks, Jack Tar Togs, Knitted 
Outerwear, Cravanette Suits, Manhattan Shirts, Fash- 
ion Park Clothes, Kumapart Kuff Links, Horn Wash- 
able Neckwear, Imperial, Lewis Hatchway, Superior, 
Porosknit, Duofold, and Rockingchair Underwear, as 
well as Associated Men’s Neckwear prize, the Merchants 
Record and Show Window championship, and the 
medal of the I. A.D. M. Mr. Kieffer has beer promi- 
nent in the I. A. D. M., having served on prac- 
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_ tically every committee and held every 
office. For ten years prior to 1926 
he spoke and demonstrated before the 
annual conventions. “These demon- 
strations were taken very seriously,” 
he declares, “because in my opinion 
they should be educational. I recall 
the neckwear demonstration at the St. 
Louis convention to which I brought 
two trunks of fixtures and twenty-four 
dozen $3:50 cravats, and, again, at 
Chicago, I staged the Pageant of the 
History of the Cravat. 

“At Cleveland, St. Paul, Chicago 
and Detroit I had lantern slide lec- 
tures, and I spent two vacations in the 
interest of the I. A. D. M., lecturing 
through Canada and the East. I have 
also spoken before numerous adver- 
tising clubs and Chambers of Com- 
merce groups. I served as Convention 
Director at Buffalo in 1924 and am 
somewhat proud of the fact that this 

convention was such a great success. 

“As I have remarked once before through The 
DISPLAY WORLD, I believe all displaymen should 
believe in themselves, believe in their store, believe in 
its merchandise, and make the public believe as they 
do, through their windows, about the store they 
work for. 

“Originality is a factor in display. The public likes 
to see its thoughts reflected in the window of your 
making, as well as timeliness and the introduction of 
things of local interest—human interest. I believe that 
a displayman should be a good merchandiser and should 
keep in close contact with all the incoming merchandise. 

“Our profession is the ‘romance of retailing,’ if 
there be romance at all, and to bear this in mind is a 
very good thing for every man who is engaged in the 
work.” 

This review of his career was given reluctantly 
for it is not a Kieffer characteristic to seek the lime- 
light. The numerous Mstances in which his windows 
have won the highest prizes offered in contests, and 
the high regard in which his window technique is 
held, are products of his close attention to detail and 
sincere interest in his vocation. A: desire to assist 
in developing higher standards in the profession gave 
him the incentive which brought him to the fore in 
organized displaymen’s circles, and fresh proof of the 
faith which his associates have in his fairness and 
impartiality is found in his election to the executive 
committee of the I. A. D. M. at the conclusion of the 


last convention. 
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(Continued from page 22) 


who stands before this window the technical features 
of the burner are made clearer than through an inor- 
dinate amount of oral explanation. 

Fire engines and washing machines have been adver- 
tising through its arresting medium; electric ranges 
and coffee percolators, Chevrolet and Overland cars 
have been set off to advantage; Eureka Vacuum 
cleaners and Evinrude Boat motors have employed it. 

Shoes, steel cabinets, paints, refrigerating systems, 
furnaces and radios have found in it faithful means of 
attraction, while near bear and soft drinks have profited 
through its use. 

Werk’s Soap and Fountain Brand Ham have experi- 
mented with the device as well as silk makers and 
cigar makers. A national real estate organization 
hastened to grasp the opportunity to put it to use. 
Railroad companies have been lavish with their custom. 

With the dignity, attraction and sales power which 
this device contains, its influence on both dealer and 
consumer is high, and, through the common utilization 
of light, color and motion, the fundamental factors of 
siccessful display advertising are emphasized. The 
Scene-In-Action Corporation, manufacturers of these 
illuminated and motion displays, has harnessed the 
potential requisites of successful display advertising in 
this practical and effective manner. 


Pacific Ciniisitiin Plans Perfected 


Scattle Displaymen Ready to Sustain City’s Reputation 
for Hospitality When Delegates Arrive 


By JAMES A. WILSON 
President, P. C. A. D. M., Seattle, Wash, 


HE displaymen of Seattle look forward with eager 
expectation to the time when they will see the 
stage all set for the great Pacific Coast Association 
convention at the Olympic Hotel, Seattle, Sep- 

tember 20, 21 and 22. All have shared the burden of gather- 
ing all necessary details to construct a wonderful program 
that will go down in history of display circles as a great 
educational and interesting three days, devoted to the in- 
terests of employer as well as displayman, for the secret of 
the whole thing is “more money in the cash drawer.” 

We want every displayman to be here for those three 
days at least. Seattle and our people will welcome you 
with that genuine good-will for which the “Charmed Land” 
is noted, and the Seattle Displaymen’s Club dedicates itself 
to upholding the ideals of good display for which we are all 
striving. Our sister cities, Portland, Spokane and Tacoma, 
are working in harmony with our club and giving the help- 
ing hand that encourages the Seattle Club to do its best. 

Forgetting for the moment our chief thought, let’s tell 
you about Seattle, known as the chief city of the “Charmed 
Land,” situated on the shores of the famous Puget Sound, 
and the center of most beautiful mountain and lake scenery. 
Wonderful automobile drives of just a few hours bring you 
to gorgeous mountain country and picturesque streams and 
rivers. Many of the biggest conventions have been held in 
Seattle and all the visitors wonder at our garden spot of 
green and sunshine. Make our convention part of your 
vacation, September 20, 21 and 22, 1926. 





GREENWALD MOVES UPTOWN 
_Greenwald Display Service, manufacturers of the famous 
“Kant-Krack” composition display figures, have removed 
irom 9 Broadway, New York, te the new uptown retail and 
Wholesale center, 1209 Broadway, New York City. 
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Window Spotlight 
Reduced in Price! 
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with color-screen and five gelatine 
colors complete, $12.50. 


| 
















- There are many good reasons besides 
low price for the ever-increasing de- 
mand for Sun-Ray Spotlights and 
Floodlights. 

We will gladly tell you all 


about the popular SUN-RAY 
SPOTLIGHT—a postcard will do. 























Lighting Products 


119 Lafayette Street, New York 





Fine Arts Papier Mache Corp. 


149 West 24th St. New York City 
Telephone: Chelsea 8190 


Designed and Executed Many of the 


BUILDINGS and BOOTHS 


at the 


SESQUI CENTENNIAL 
1926 EXPOSITION 


Philadelphia, Pa. 
And is Prepared to Build for 


DEPARTMENT STORES and 
NATIONAL ADVERTISERS 


SPECIAL DECORATIVE AND 
HOLIDAY DISPLAYS 
Booths, Floats and Window Displays 


We Specialize in Spanish and Other Periods, 
and All Forms of Displays for CONVENTIONS 
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W. D. A.A. Stages Epochal Gathering 


Window Advertising Body Meeting as Department of Advertisers’ 


Convention Breaks Records in Attendance and Interest 


HE meeting of the Window Display Adver- 

tising Association at Philadelphia, on June 

22, and successive days in which this body 

convened as a department of the twenty- 

second annual convention of the Associated 

Advertising Clubs of the World was productive of a 

were of educational addresses in which the power 

and purpose of window display was graphically illus- 

strated. Long before the first speaker was introduced 

an attendance of over one hundred members and guests 

had packed the assembly room provided in Engineering 

Hall at the University of Pennsylvania. Frank C. 

Kenyon, Jr., sales promotion manager, Congoleum- 
Nairn, Inc., presided. 

Among the foremost speakers was Herbert W. Hess, 
Professor of Merchandising, Wharton School, Uni- 
versity of Pennsylvania, who discussed “The Pull vs. 
the Push of Window Display.” “We all recognize the 
difference between a push and a pull,” said Professor 
Hess. “From a human point of view a push is usually 
disagreeable. A push breaks into the regularity of things. 
It destroys our sense of balance and puts us on the 
defensive. On the other hand, a pull is cooperative 
and sympathetic in its suggestion. A pull usually im- 
plies consideration and helpfulness. It is this sense of 
‘push’ asvobtrusive and ‘pull’ as cooperative and immedi- 
ately helpful that I wish to apply to window display 
advertising.” 

Commenting on the fact that $20,000,000 is said to 
be spent annually on window display he analyzed the 
entrance of these qualities into the field. 


“Effective display reflects the merchant’s capacity 
to understand the needs, wants, and desires of those 
who pass, potential and actual. If potential, he edu- 
cates; if actual, he suggests easy procurement. In 
either case, if understood by those who pass, the win- 
dows assume a meaning which makes possible the ‘pull’ 
aspect of display. 

“But if a merchant neglects this sense of the window 
his display has “push” content in it. I passed a restaurant 
this morning. There were artificial food exhibits in it. Was 
it enticing? No, it pushed me on. Another restaurant front 
appeared. Curtains of sombre color and overly worked with 
lace completely hid an unknown interior. ‘Lhe effect was 
ponderous and anything but inviting. Its suggestion was 
that of “stuffy,” “overdone,” and “without taste.” It pushed 
me on. Another restaurant came into view. There were 
lobsters—live ones—in the window. Finely chopped ice had 
been carefully packed and pounded suggesting care and taste. 
Within this place I at least felt cleanliness and a regard for 
detail to prevail. 

“Three drug stores exist within two blocks of each other. 
One has old-fashioned windows. The old drug insignia is 
there. A few articles, usually some cheap article is featured. 
We enter under protest. A second drug store looms into 
sight. No window at all. Just a glass pane from the street 
up. You glance through the glass and observe a few cheap 
tables and a disorderly arrangement of chairs. We pass on. 
A new store front confronts us. A new style cabinet is seen 
through artistically curtained windows. An enticing soda 
fountain, white and orderly with chairs and tables and beau- 
tiful display cards extend their greeting. The outside and 


inside of this store ‘pull’ me in. Such is the fascination 
of a druggist’s store whose success is based upon his ability 
to harmonize his window display with a correspondingly 
beautiful interior. : 

“The point of view that window display is the soul of a 
store presented to the sight of every passerby puts each mer- 
chant on the defensive. Generally speaking, the capacity of 
the merchant is reflected in his ability to entice an increasing 
number of passersby into ultimate purchasing. 

“To witness miners during the war purchasing silk shirts 
at $10.00 each certainly indicated that somewhere, at some 
time an impulse for this experience had been established. 
Pull rather than push had established desire. Window display 
as no other form of advertising is powerful simply because 
of the sense of reality which it conveys. It is ever building 
for the future. Its cumulative effect breaks up old habits 
and establishes new ones.” 

The speaker then emphasized the need for careful employ- 
ment of light and color as a means of developing the “pull” 
spirit. Light could be used to force the wares upon the 
passer’s vision, or simply as a means of illumination, sug- 
gesting acknowledgement of the shopper’s desire as already 
formed, he said. Color is not an end in itself, and if not 
related to the “story” becomes a “push” and not a “pull.” 
It must be made to conform to accepted standards in explana- 
tion of which he declared that yellow sunflowers are noi 
appropr:ate for weddings nor pond lilies for funerals. 

Symmetry and ease in viewing were other factors of suc- 
cessful windows according to his estimate. Window fixtures, 
and equipment are valuable as they accentuate proportion, 
balance and unity. The ocular is the most significant of our 
senses in advertising. The eye is the one organ upon which 
all the senses are dependent in forming their estimate. The 
fundamental factors of eye movement become strategic in 
window display, and their observance is a “pull force,” he 
asserted. 

He noted the relation of interior with window display 
declaring that “pulling” windows could not overbalance the 
repulsive features of an interior which did not match them 
in attractiveness. 

“The average small town dealer is a local product,” said 
B. J. Parsons, Director of Merchandising Service, Standard 
Farm Paper Unit, addressing the association. “While associa- 
tions have given him greater consciousness of outside world, 
yet at heart he is a part of the community he serves. He has 
inherited the habits of thought of his environment. He is 
‘home’ conscious. ; 

“Now that surfaced roads are being laid so generally the 
farm family, which heretofore has been the mainstay oi the 
small town merchant, finds that it can trade conveniently 
in the nearby city, where merchandise is more temptingly 
displayed. 

“For the first time the rural dealer is feeling a costly 
competition with other retailers. He still has far to go, but 
the improvement is apparent to anyone. In almost every 
small town now you will find some windows and counters 
that measure up well to those in cities, both in quality ot 
merchandise and in appearance. 

“The farm papers have developed a service that has been 
of great value to manufacturers of advertised merchandise. 
It is based on intensive work with salesmen. At a joint 
meeting of salesmen and publishers’ representatives each 
salesman is given material with market information broken 
down to county units. It is arranged in such fashion that 
the salesman can readily show the market value of each 
dealer’s territory and at the same time reveal the local value 
of the publication advertising. We call this ‘focused’ adver- 
tising in that the value of the entire campaign can thus be 
made plain as it applies to his locality. 

“Having established this point “in the dealer’s mind the 





July, 1926 





July, J 


next S 
own § 
volves 
identi 
produ 
“TE 
when 
100 pe 
displa 
this $1 
receiv 
to get 
“A 
giving 
adver’ 
decisi 
to sel 
adver 
val 
in th 
farms 
There 
ment 
date. 
“Tt 
the f 
Each 
hardw 
pages 
adver 
the |] 
Pledg 
(Nar 
“ 
in the 
the as 
tags 
local 
for hi 
the b 
As 
ried | 
produ 
bullet 
dow « 
ss 
asa 
dress 
whic 
“5 
told | 
callec 
At th 
in Io 
rated 
to su 
Se 
verti 
Busit 
more 
wind 
genui 
a 
whicl 
Winc 
but 
use « 
all tl 
in wl 
qi, 
del pt 
large 
entir 
of th 
Elec: 
liane 
of li 





uc 
res, 
on, 
our 
ich 
“he 


tly 


int 





July, 1926 





next step is to further link up the program with the dealer’s 
own store. This step calls for action by the dealer. It in- 
volves adequate displays in windows, counters, etc., to 
identify the store as the point of sale of the advertised 
product. 

“That this method actually works was proved recently 
when several branch offices of a national advertiser reporte 
100 per cent rural displays of four-color reprints and other 
display material. So enthusiastic were the salesmen over 
this simple method of ‘focusing’ advertising that reports were 
received of salesmen actually washing the dealers’ windows 
to get better displays. 

“A group of farm papers decided that the best way of 
giving a rural dealer a true knowledge of the benefits of 
advertising is to make him an advertiser. Acting on this 
decision, each of these farm papers organized a sales force 
to sell rural hardware dealers on a three-year cooperative 
advertising campaign. 

“There will be 2,000 retail hardware stores cooperating 
in those campaigns. They serve a territory of 1,200,000 
farms where these farm papers reach 750,000 farm homes. 
There is every reason to believe that the 2,000 dealer enroll- 
ment will be exceeded, judging by the progress made to 
date. Each dealer is paying his share, $107.50. 

“This is what the dealer gets for his money: Each of 
the farm papers operating the campaign is issued weekly. 
Each issue for three years, 156 issues, carries a farm service 
hardware store advertisement. The advertisements are full 
pages, half pages and quarter pages. The signature to each 
advertisement is a reproduction of a shipping tag bearing 
the legend, ‘Your Farm Service Hardware and Store. 
Pledged to Render a Real Farm Service as Advertised in 
(Name of Paper).’ 

“This tag also is made up in jumbo size to be displayed 
in the store windows to identify that store as a member of 
the association. It also is made in small size to use as price 
tags for his merchandise. In addition, the dealer receives 
local tie-up copy and cuts to run in his local paper and cuts 
for his own stationery. In other words, he is enabled to bring 
the benefits of the advertising to his own store. 

As each advertisement is built around some product car- 
ried by the hardware merchant, he is asked to display that 
product during the life of the advertisement. Some of the 
bulletins sent out each month contain suggestions for win- 
dow displays. 

“Hundreds of dealers are using the local newspaper cuts 
as a part of their own advertising, and many of them have 
dressed windows to tie-up with their own advertisements, 
which, in turn, were based on the farm paper advertisements. 

“Recently a kitchen cabinet salesman, traveling in Iowa, 
told me that practically every hardware merchant he had 
called on had the farm service hardware tag in his window. 
At that time there were only about 250 farm service dealers 
in Iowa, but it happens that he was calling on the higher- 
rated stores. It is natural that the best dealers will respond 
to such a program. 

Samuel C. Dobbs, former president of the Associated Ad- 
vertising Clubs of the World, next spoke on “Building a 
Business With Window and Store Displays.” He spoke for 
more thinking in advance in the preparation of plans for 
window displays, and told of many instances in which in- 
genuity in the use of display material was turned to profits. 

“There is no one best form of advertising’—the maxim 
Which went around the globe—is still as true today as ever. 
Window displays may be used by some to build a business, 
but it is conceded today that the greatest efficiency in the 
use of advertising is to be secured by an intelligent use of 
all the various media, blended into a well-rounded program 
in which window displays are but one of the essential units.” 

The official W. D. A. A. at the Exhibit Hall in Phila- 
delphia proved one of the most brilliant in the unusually 
laree number shown. Three large windows occupied the 
entire end of one of the music hall. Through the cooperation 
of the Pittsburgh Reflector Company and the Philadelphia 
Electric Company, these were illuminated with great bril- 
liancy and effectiveness with ap unusually high intensity type 
of lighting. 
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FLUTED CREPE FRINGE 


Open a fold of Crinkle Crepe about ten inches—cut the 
folded part across the grain into half-inch wide-strips 
about three inches past the edge of the fold. Flute the 
strips by twisting. 


SUN WILL NOT FADE CRINKLE CREPE 


No matter how you set your shades, the midsummer 
sun will strike your trimmings sometime. 


Whether they emerge colorless and faded, or entirely 
unharmed depends upon whether or not they are 
Crinkle Crepe.. Crinkle Crepe will not fade. 


Send 25 Cents for Booklet on Window Decorating 


THE TUTTLE PRESS COMPANY 


APPLETON, WISCONSIN 




















Window Display Fabrics 
of QUALITY 


For Your Mid-Summer Trims 
EDDIE STONE Recommends: 


VALENCIA FLORAL NET 


In Three Marvelous Color Combinations 
DUO SHEEN 
Nos. 1205-1206-1210 and 1209 
OR 
MENRAY 


Nos. 1101-1103-1104-1114 


Ask your fixture dealer to show you the above num- 
bers to assure you of prompt service and delivery. 


MENDELSOHN’S 
Textile Corporation 
156 West 45th St. New York City 
QUALITY + SERVICE = SATISFACTION 


N. B. To fixture firms who desire to handle our 
line we will gladly send full sample scts upon request. 
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In Display This is the open season for pot shots at 
or in the unfortunate national advertiser whose 
Discard? _ neatly fashioned display material somehow 

goes amiss. Displaymen have seized on 
recent conventions and verbal thunder and printed casti- 
gation to inform him of the error of his ways. In the 
main as the frightened police in the old Sullivan 
comedy, Pirates.of Penzance, exclaim, “It is very evi- 
dent these intentions are well meant.” 

Some of the most intelligent criticism has come 
from displaymen elevated to the position of overseers 
of national advertiser’s display bureaus. Wrestling 
with the details of their new tasks, they have found 
their window experience of enormous value in over- 
coming the waste and inefficiency which observers note 
in connection with every national campaign. 

But these men have their vision focused upon 
tie-ups in a field where elaboration and cultivation of 
the dealer is possible because frequently he has display- 
men who can follow the plans suggested with little 
variation. Solution of the problem of getting full bene- 
fit from displays intended for drug and grocery stores 
is not yet complete. 

Harry A. Gill, a display service man who handles 
territory in and adjacent to Peoria, IIl., declares that 
the answer to the problem is “Greater scope for the 
service man.” ‘As a field worker whose business it is 
to install window displays for national advertisers,” he 
says, “I come in contact with every branch of window 
display in my territory and I find a real lack of interest 
in the retail drug trade in placing of advertising matter, 
which is not only to the detriment of the advertiser 
but also constitutes a handicap to the merchant’s busi- 
ness. I have found great quantities of fine display 
material stocked in the cellars, never to see the light 
until called for by the junk dealer. Some of this matter 
has been ‘junked’ for years and the merchant smiles to 
himself when he sees it leaving his store. 

“One merchant explained to me that he could not 
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Title Registered U. S. Patent Office. 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 
C. R. ROGERS, Editor 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. E 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
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neglect his business to advertise the other fellow’s game, 
nor would he allow his employes to use his time in 
arranging displays. Another declared that he would 
not stand the cost of decorative material to carry out 
the elaborate trim forwarded by the advertiser; a third 
stated that he was a druggist and not a displayman. 

“The national advertiser who thinks that he is profit- 
ing by sending his display material direct to the mer- 
chant is very much mistaken; he will fare better if he 
places his trust in reliable service men who can assure 
him the kind of service he expects from the investment 
in his material.” 

The conditions which Gill finds in Peoria territory 
have their parallels everywhere. If his criticism of 
existing display methods is severe, it is also frank and 
it should give the national advertiser food for thought. 





Well; Since Father Adam lost his lease on 
Things Could Eden a lot of fine-spun philosophy 
Be Worse concerning the relative value of inspir- 

ation and _ perspiration has been 
evolved. 

Modern oracles proclaim with unvarying steadiness 
that the man who gets to the top is the man who thinks 
and works—and continues to work; and a beaded brow 
has been considered a symbol of industry. All of which 
is very well until summer comes in all her glory—and 
her heat. Brow mopping suddenly loses it appeal even 
to the high priests of “go and get ’em,” and north woods 
and sylvan lakes grow popular. During vacation, they 
slowly recover from protracted spring fever. 

However, the mass of Americans stay home; their 
vacations are short; they get back on the “job” and 
broil through the summer months, eating, drinking and 
making merry in accustomed style. Goods must be 
made and sold, and human wants served. 

Publishers usually expect a slump in circulation dur- 
ing the summer; the appeal of the outdoors is conpe- 
tition supposedly too stiff to overcome. Theoretically 
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the world “knocks off” from hard labor for three 
months and lolls in the shade; actually it toils as regu- 
larly as ever. 

This is the only moral which can be drawn from 
The DISPLAY WORLD ésstatistics. The summer 
slump hasn’t “teched us” yet; circulation is climbing ; 
new subscriptions are coming in at a faster pace than 
at any time in the year and renewal ratios are rising. 
Moreover, advertising gains are steady. May and June 
found The DISPLAY WORLD several pages ahead 
of its contemporary with new accounts constantly trick- 
ling in. 

One reason is the advertiser’s growing realization of 
The DISPLAY WORLD’S value as a medium, and 
second is the reader’s appreciation of the scrupulous 
effort made to keep its columns closed against adver- 
tisers of the “fly-by-night” variety. This is a service 
due both subscriber and advertiser—to safeguard the 
former and to develop confidence in the advertisers 
as a group. 





Store Contests Another nail is being driven in the 
May be “lotteryfied” store contest as the result 
Banned of passage by the House of a bill spon- 

sored by the Post Office Department, 
which includes in its scope control of schemes to at- 
tract customers to a store through the use of gifts. 
While the postal authorities have gone so far in recent 
months as to bar circulars announcing store contests 
and “door contests” from the mails as well as news- 
papers carrying the advertisments of merchants offer- 
ing prizes to be awarded on chance, a supplementary 
law was needed to put up the bars against the operations 
of such contests. This reaches the merchant who kept 
himself out of the “toils” by avoiding use of the mails 
in announcing his scheme. 

The new law, which is still to pass the gaunlet of 
the Senate, was bitterly fought by a handful of western 
congressmen who have witnessed postal operations 
against their constituents. In Texas, a publisher had his 
paper excluded from the mails because he carried an ad- 
vertisement for a local merchant who offered to give 
a prize to the person who would make the most accurate 
guess as to the length of time required to melt the ice 
in a refrigerator on display in the store window. 
Representative Johnson, the legislator from this district, 
considered this a harmless opportunity for guesswork, 
or guesswork supported by a little skill or knowledge, 
and since there was no fee or payment of any kind 
held that no harm was done anybody. The department, 
however, claimed that the element of chance was in- 
volved because the first person to pass the window had 
in advantage over subsequent passers. 

Congressmen McKeown, Oklahoma, was aroused 
for fear that the proposed legislation might result in 
mterference with the ‘trade sales” conducted by groups 
of merchants, which have become an institution in many 
parts of the country. Under this arrangement each 
person making a purchase at any of the cooperating 
stores receives a ticket which entitles him to participa- 
tion in a prize drawing. Mr. McKeown related in- 
stances where the postal department had blocked the 
Circulation through the mails of copies of a local news- 
paper containing the program of a Chamber of Com- 
merce function where prizes. were to be given for the 
Promotion of local trade. 
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The Gentle “Cancel my subscription” a drygoods 
Art of merchant writes across the face of a re- 
Adapting newal statement, “Your magazine is fine 

for the clothier but no good for my busi- 
ness. It’s harsh criticism, but it brings to mind an occur- 
rence of the past fortnight when a clothing merchant 
returned his statement with the comment that “Your 
magazine is o. k. fort the dry goods dealer, but does not 
meet the needs of my store.” 

There is evidently an error somewhere and it is not 
hard to charge it to the mental laziness of the class 
which these examples represent. They were both pro- 
prietors of small stores and their display equipment 
was not of the best. Having little, they found no means 
of shaping good display ideas to meet their need, and 
surrendered the field to rival dealers with better win- 
dows, without fiting a shot. 


Displays shown in The DISPLAY WORLD 
columns are intended to serve as suggestions rather than 
plans, as ideas rather than patterns. Retailers and 
displaymen who expect to make the most of their win- 
dows must arrange displays that show their merchandise 
as dictated by local conditidns and as a means of bolster- 
ing sales Use of a specific background or hanging is 
never essential but the disposition of the merchandise 
may be followed. Kindred products may be substituted 
and at times unlike wares may be used. Sales windows 
with a little thought may be transformed into opening 
displays. 

Window space has a value that can be easily gauged 
and its worth is too great to risk in speculative displays. 
Every trim that is used should have a definite purpose 
and a definite value. Foundation on models set by 
brother displayman are helpful and time saving, but 
there is no royal road to display success that will obviate 
cerebral exercise. 





Display In the throes of an economic crisis, with 
to Succor the franc steadily declining in value, the 
France French government has been struggling 

gamely for many months to find a means of 
relief. Ministries have followed each other in quick 
succession and gone down to defeat before the French 
populace’s stubborn inclination to balk tax increases. 

Now comes the news that the latest government 
intends to fall back on the national monopoly on tobacco 
as a means of finding the money to meet its needs. 
“France is going to start window dressing her tobacco 
stores,’ says a recent cablegram to the New York 
Times. “‘If properly advertised and displayed, our 
tobacco monopoly would produce an enormously greater 
revenue, was the opinion of the deputies and _ the 
Goverment when last the matter was discussed.” 

The Government, as its first step, in this new pro- 
gram is said to plan an expenditure of 45,000,000 francs 
(or $9,000,000 in good American money when the franc 
is rated at normal values) to supply showcases to every 
cafe and store in which tobacco is sold. These show- 
cases are to be neatly bound with brass, and every item 
will be displayed in them in accordance with a display 
plan laid out by the Government. 

Regardless. of the outcome of this experiment 
whether attempted or not by the latest ministry, the 
plan suggests an avenue toward economic salvation 
which some enterprising French leader will grasp. 
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SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 
This is the first and only practical book on show 
card writing written from the retailers’ angle. 
Mr. Jowitt, the author, is internationally known as 
an expert teacher and practical show card writer. 
This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 
Why pay for expensive interior or window display 
cards or price tickets? 
Why use poor show cards when this art is so close 
to your pocketbook? 


ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 


Showing actual methods in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department 


2058-2660 NORTH WESTERN AVE. 
CHICAGO, ILL. 
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Remarkably Low Price 


SHEER CLOTH 
RANGE, 16 COLORS 


WINDOTRIM FABRICS, inc. 


36 East 21st Street New York City 


“Specializing in Fabrics for the Display Man” 
































Commercial Printing 
= FORMS 

STATIONERY 

= FOLDERS 

= BOOKLETS 

= CATALOGS 


Prompt service and reasonable prices com- 
bined with a strict adherence to customer’s 
requirements has won for us a satisfied 
clientele. May we serve you? 


The Peerless Printing Co. 
1209-11 Sycamore St. Cincinnati, Ohio 
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Scare Thrown Into “Old Guard” 


(Continued from page 12) 


“that the displayman must know something about relative 
lighting effectiveness to produce an even intensity in his 
colors.” 

Color caps were sanctioned as more effective than colored 
lamps or coloring devices and in a demonstration he showed 
that they lend a touch of color to the display without sub- 
jecting it to the concentrated rays of pigmented lights. A 
vase of flowers under his treatment gained interest and tone 
through shading of a portion of the blossoms in the hues 
of the caps, while the rest of the display was as bright and 
clear as under simple illumination. 

He advocated building up intensity of light during the 
day to offset the glare of the sunlight, and showed that it 
was possible to install a system with wattage so dis- 
tributed that in the evening when the need for intensity was 
diminished the volume could be reduced. Placing 500-watt 
lamps every eighteen inches in New York department store 
windows had given them required brightness. 

He was iollowed by demonstrations of “Linens for the 
June Bride” by Edward E. O’Donnell, Sisson Bros.-Welden 
Co., Binghamton, N. Y., and of clothing by J. H. Hilton, 
G. M. Wilson Co., Pittsburg, who embellished his work with 
his observations on avoiding excessive decoration and proper 
placement of straw hats. 

Harry W. Hoile, retiring treasurer, presented his report 
for the fiscal year, showing disbursements of $5,978 and a 
balance of $5,171.75 on hand. 

E. J. Berg at this time offered a motion to elect Herman 
Frankenthal as honorary president of the association, prefac- 
ing his motion with praise of the veteran windowman and 
declaring that this was the least that the convention could 
do to express its appreciation of his efforts in behalf of the 
profession. The measure was unanimously approved. 

A demonstration of color and color harmony by Benjamin 
J. Marshall, Western Grocer Co., Marshalltown, Iowa, 
brought out forcefully the affinity of different hues. “Color 
was revealed by light,” he declared, showing that red and 
green assumed their characteristics only in the light. These 
properties they borrowed from the light, constituting the real 
reasons why association of varying colors was natural and 
easy while others were disastrous. 

He showed that l:ghtening of positive colors produces a 
“tint” while darkening creates a shade.” Color schemes 
he catalogued as monotone, contrasting, complimentary and 
harmonized. The first was produced by use of contrasting 
depths of the same color, the second by use of unlike colors 
of definite affinity, and the third by color opposites such as 
red and green, orange and blue, and yellow and violet. Har- 
monized schemes were created by use of contrast and variety. 

B. A. Rainwater gave a demonstration of “Show Card 
Tricks” that showed means of obtaining color for cards 
through lighting accessories, and suggested a plan of shaping 
cut-outs and special cards cheaply and speedily. 

Following his address, Karl Amdahl was recognized and 
offered a motion that $1,500 be set aside for educational 
purposes during the coming year. President-elect Stensgaard 
declared that this was the greatest thing that the asoccia- 
tion could do for the local clubs, which expect and ought 
to get something from the parent body. This subject had 
been brought before the executive committee last year, he 
said, and they had voted $1,000. Now, by action of the dele- 
gates, a 50 per cent increase was a possibility and would 
mark a decided advance. When he concluded, W. Z. Coy 
seconded, and the motion was carried by a viva voca vote. 

Two demonstrations by Al Neverdahl, The Leader, 
Minneapolis, and E. W. Quintrell, Elder & Johnson (0. 
Dayton, Ohio, featuring hosiery and shoes, concluded the 
morning’s program. In the afternoon, John C. Taylor, Akers 
& Co., Murphysboro, Ill, installed a display of fabrics, 
which closed the convention. 

Joseph Marshall, of The Boersma Co., Chicago, was named 
as winner of the sweepstakes, with Mr. Stensgaard second, 
and Mr. Coy third. Other winners as announced were: 
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CLASS 1—(1) W. L. Stensgaard, Stewart-Warner Corp., 
Chicago, Il.; (2) L. L. Wilkins, Kerr Dry Goods Co., Okla- 
lahoma City, Okla.; (3) M. R. McDonald, H. C. Peterson & 
Sons, Davenport, lowa; (4) R. B. Cox, C. W. Klemm, Inc., 
Bloomington, II. 

CLASS 2.—(1) R. B. Cox, C. W. Klemm, Inc., Blooming- 
ton, [Il.; (2) W. L. Stensgaard, Stewart-Warner Corp., Chi- 
cago. Ill.; (3) Carl Goettman, Joseph Horn Co., Pittsburg, 
Pa.: (4) Arthur G. Munroe, Schunerman & Evans, St. Paul, 
Minnesota. ‘ 

CLASS 3.—(1) L. L. Wilkins, Kerr Dry Goods Co., Okla- 
homa City, Okla.; (2) R. B. Cox, C. W. Klemm, Inc., Bloom- 
ington, Ill.; (3) R. B. Cox, C. W. Klemm, Inc., Bloomington, 
Ill.: (4) B. E. Chester, Monning’s, Fort Worth, Texas. 

CLASS 4—Only two entries: (1) R. B. Cox, C. W. 
Klemm, Inc., Bloomington, Ill.; (2) Seidler, George Stifel 
& Co., Wheeling, W. Va. 

CLASS 5.—(1) W. Z. Coy, Miller, Rhodes & Swartz, Nor- 
folk, Va.; (2) K. P. Bowen, Vanderrier’s Dry Goods Co., 
Tulsa, Okla.; (3) W. Z .Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (4) W. Myron Eberly, Cagel & Richardson, 
Charleston, W. Va. 

CLASS 6—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) M. R. McDonald, H. C. Peterson & Sons, 
Davenport, Iowa; (3) M. H. Luker, The Killian Co., Cedar 
Rapids, Iowa; (4) M. H. Luker, The Killian Co., Cedar 
Rapids, Iowa. 

CLASS 7.—W. Z. Coy, Miller, Rhodes & Swartz, Nor- 
folk, Va.; (2) M. R. McDonnell, H. C. Petersen’s & Sons Co., 
Davenport, Iowa; (3) R. B. Cox, C. W. Klemm, Inc., Bloom- 
ington, Ill.; (4) B. E. Chester, Monning’s, Fort Worth, Texas. 

CLASS 8.—(1) W. L. Stensgaard, Stewart-Warner Corp., 
Chicago, Ill.; (2) L. L. Wilkins, Kerr Dry Goods Co., Okla- 
homa City, Okla.; (3) J. E. Hopkins, George A. Gray Co., 
Duluth, Minn.; (4) Harold L. Braudis, Meekins, Packard & 
Wheat, Springfield, Mass. 

CLASS 9.—(1) W. Z. Coy, Miller, Rhodes & Swartz, Nor- 
folk, Va.; (2) W. Z. Coy, Miller, Rhodes & Swartz, Norfolk, 
Va.; (3) L. L. Wilkins, Kerr Dry Goods Co., Oklahoma City, 
Okla.; (4) B. E. Chester, Monning’s, Fort Worth, Texas. 

CLASS 10—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) W. Z. Coy, Miller, Rhodes & Swartz, Nor- 
folk, Va.; (3) G. W. Westerman, Consumers’ Power Co., 
Jackson, Mich.; (4) L. L. Wilkins, Kerr Dry Goods Co., 
Oklahoma City, Okla. 

CLASS 11.—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) G. W. Westerman, Consumers’ Power Co., 
Jackson, Mich.; (3) R. B. Cox, C. W. Klemm, Inc., Bloom- 
ington, Ill.; (4) L. L. Wilkins, Kerr Dry Goods Co., Okla- 
homa City, Okla. 

CLASS 12—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) W. Z. Coy, Miller, Rhodes & Swartz, Nor- 
folk, Va.; (3) Harold A. Grinden, Duluth Glass Block Store, 
Duluth, Minn.; (4) L. L. Wilkins, Kerr Dry Goods Co., 
Oklahoma City, Okla. 

CLASS 13.—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) Arthur G. Munroe, Schunerman & Evans, 
St. Paul, Minn.; (3) Harold L. Braudis, Meekins, Packard 
« Wheat, Springfield, Mass.; (4) Paul L. Wertz, A. Living- 
ston & Sons, Bloomington, III. 

CLASS 14.—Only two entries: (1) W. Z. Coy, Miller, 
Rhodes & Swartz, Norfolk, Va.; (2) Ed Rose, Foley Bros., 
Houston, Texas. 

CLASS 15.—Only two entries: (1) W. Z. Coy, Miller, 
Rhodes & Swartz, Norfolk, Va.; (2) M. H. Luher, The 
Killian Co., Cedar Rapids, Iowa. 

CLASS 16—(1) M. H. Luber, The Killian Co., Cedar 
Rapids, Iowa; (2) Ed Rose, Foley Bros., Houston, Texas; 
(3) P. S. Williams, Scruggs, Vandervoort & Barney, St. 
Louis, Mo.; (4) Paul L. Wertz, A. Livingston & Sons, 
Bloomington, Ill. 

CLASS 17.—(1) Carl Goettman, Joseph Horn & Co., 
Pittsburg, Pa.; (2) Harold L. Braudis, Meekins, Packard & 
Wheat, Springfield, Mass.; (3) W. S. Stensgaard, Stewart- 
Warner Speedometer Corp., Chicago, ll.; (4) Ed Rose, Foley 
Bros,, Houston, Texas. i 


CLASS 18—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
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Neither Man Was Drunk! 


| ‘ P . 

| They both needed something of extra attraction- 
| value to liven up their windows. 
| 

| 

| 

| 

| 

| 


They both knew it must be something unusual 
but beautiful. 


They were both masters in their work. 


They both bought ship models. 

















RUDOLF LESCH 


FINE ARTS 
225 FIFTH AVENUE 

















SILK PLUSH 
and VELOUR 


Cut in Required Length 


Avoid waste of yardage, time and labor. You can 
get your plush in any desired color from us in 24, 
36 and 50-inch width, cut to specified lengths. 


“Prompt Deliveries” and “At Right 
Prices” Are Our _ Slogans. 


NATIONAL DISPLAY FABRICS CO. 
7 West 3rd Street New York City 























| VALANGCES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 
FINDLAY, OHIO 






































¢ — ~__- 
] Accessories 
for Better Window vee 


. ° 
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t| Make Your Window Attractive With I 


Artificial Flowers Glass Shelves Spot Lights ? 
Artificial Fruit Glass Heel Rests Strip Lights 
Baskets Grass Mats Stix-Wel Glue 


Background Papers Metalline Draping Tinsel Flitter 4 
oth 


Borders Thumb Tacks ry 
Bilt-Wel Board Pedestals Valances 

Birch Bark Strips Papier Mache Velours ? 

Novelties 
Card Holders Velour Papers ry 
: ; Price Tickets ; 
Chenille Roping Plush Vines 
Color Attachments — Wood Carvings 4 
Reflectors 


Flood Lights Wood and Metal r) 
Foot Lights Fixtures 
Wrought Iron 


Gelatine 
Glass Stands Show Cards Stands 


Revolving Tables 
Scenic Paintings 


a ooo 


Spring Catalogue No. 41 Now Ready 


Doty & Scrimgeour Sales Co., Inc. |} 


, 148-152 Duane Street New York 
Phones: Whitehall 2737-2738 


“Everything for Better Window Displays” | 




















‘@ Before Ordering a Valance, Write | 
BRYAN’S, Louisville, Ky. 
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i fa a A DISPLAYS 
WINDOW SETTINGS 
NOVELTIES 


19 East 15th St., New York City 
SEND FOR CATALOGUE 


ART PANELS 
BACKGROUNDS 


DOUBLE eC TURN TABLES 


DisPLAY ano SELL MORE GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 























© Over 5,000 Fully Guaranteed—Write Today. 
users. ELECTRIC WINDOW SALESMAN CO. —- ean 

















THE WORLD’S MOST BEAU- 
TIFUL STAGE SETTINGS 


F or Rent FOR STYLE SHOWS 
AMELIA GRAIN, Philadelphia 


| Established 1890 Absolutely Reliable Service 




















Advertise Your Wants in 
THE OPPORTUNITY EXCHANGE 
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Norfolk, Va.; (2) Harold L. Braudis, Meekins, Packard & 
Wheat, Springfield, Mass.; (3) Harold L. Braudis, Meekins 
Packard & Wheat, Springfield, Mass.; (4) Dallas M. Schultz, 
Joseph Spiess Co., Elgin, Ill. 

CLASS 19.—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) M. R. McDonnell, H. C. Petersen’s Sons 
Co., Davenport, Iowa; (3) W. L. Stensgaard, Stewart-War- 
ner Speedometer Co., Chicago, IIl.; (4) W. Z. Coy, Miller, 
Rhodes & Swartz, Norfolk, Va. 

CLASS 20.(1) P. R. Swift, Patterson, Fletcher Co., Fort 
Wayne, Ind.; (2) V. E. Linden, R. J. Hord & Co., Spokane, 
Wash.; (3) W. W. Yeager, Griesheim’s, Bloomington, IIl.; 
(4) S. Moorhead, J. L. Hudson Co., Detroit, Mich. 

CLASS 21.—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) W. L. Stensgaard, Stewart-Warner Speedo. 
Corp.,. Chicago, Ill.; (3) Joseph H. Marshall, The Boersma 
Co., Chicago, Ill.; (4) W. Hanley, Lew Levi, Nanticoke, Pa. 
. CLASS 22.—(1) Joseph H. Marshall, The Boersma Co,, 
Chicago, Ill.; (2) J. H. Hilton, George M. Wilson Co., Pitts- 
burg, Pa.; (3) V. E. Linden, R. J. Hord & Co., Spokane, 
Wash.; (4) Joseph H. Marshall, The Boetsma Co., Chicago, 
IHinois. 

CLASS 23—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) Joseph H. Marshall, The Boersma Co., 
Chicago, Ill.; (3) Carl Goettman, Joseph Horn & Co., Pitts- 
burg, Pa.; (4) W. Z. Coy, Miller, Rhodes & Swartz, Nor- 
folk, Va. 

CLASS 24—Only three entries : (1) W. W. Yeager, 
Griesheim’s, Bloomington, Ill.; (2) P. S. Williams, Scruggs 
Vandervoort & Barney, St. Louis, Mo.; (3) Harold L. Brau- 
dis, Meekins, Packard & Wheat, Springfield, Mass. 

CLASS 25.—(1) Philip J. Bellanca, Hens & Kelly Co, 
Buffalo, N. Y.; (2) W. L. Stensgaard, Stewart-Warner 
Speedo. Corp., Chicago, Ill.; (3) M. H. Luber, The Killian 
Co., Cedar Rapids, Iowa; (4) L. L. Wilkins, Kerr Dry 
Goods Co., Inc., Oklahoma City, Okla. 

CLASS 26.—(1) W.. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) Carl Goettman, Joseph Horn & Co., Pitts- 
burg, Pa.; (3) P. S. Williams, Scruggs, Visaidet-voort & 
Barney, St. Louis, Mo.; (4) Harold L. Braudis, Meekins, 
Packard & Wheat, Springfield, Mass. 

CLASS 27.—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) Harold L. Braudis, Meekins, Packard & 
Wheat, Springfield, Mass.; (3) Paul Francisco Lupo, Barker 
Bros., Los Angeles, Cal.; (4) Paul L. Wertz, A. Livingston 
& Sona, Bloomington, III. 

CLASS 28.—(1) Dallas M. Schultz, Joseph Spiess Co., 
Elgin, Ill.; (2) Joseph H. Marshall, The Boersma Co., Chi- 
cago, Ill.; (3) W. Bartikoski, First Street Department Store, 
Duluth, Minn. ; ; (4) S. Moorhead, J. L. Hudson Co., Detroit, 
Michigan. 

CLASS 29.—(1) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (2) Frank Fiala, Thompson-Belden & Co., 
Omaha, Neb.; (3) K. P. Bowen, Vanderer Dry Goods Co., 
Tulsa, Okla.; (4) L. L. Wilkins Kerr Dry Goods Co. Inc. 
Oklahoma City, Okla. ; 

CLASS 30.—(1) S. C. Rieser, Laclede Gas Co., St. Louis, 
Mo.; (2) W. Z. Coy, Miller, Rhodes & Swartz, Norfolk, Ca.; 
(3) R. B. Cox, C. W. Klemm, Inc., Bloomington, IIl.; (4) 
W. L. Stensgaard, Stewart-Warner Speedo. Corp., Chicago, 
Illinois. 

CLASS 31.—(1) Carl Goettman, Joseph Horn & Co., Pitts- 
burgh, Pa.; (2) W. L. Stensgaard, Stewart-Warner Corp. 
Chicago, Ill; (3) Harold L. Braudis, Meekins, Packard & 
Wheat, Springfield, Mass.; (4) Harold L. Braudis, Meekins, 
Packard & Wheat, Springfield, Mass. 

CLASS 32.—(1) George H. Wagner, Denecke’s, Cedar 
Rapids, Iowa; (2) Carl Goettman, Joseph Horn & Co., Pitts- 
burg, Pa.; (3) W. Z. Coy, Miller, Rhodes & Swartz, Norfolk, 
Va.; (4) ‘Paul Francisco Lupo, Barker Bros., Los Angeles, 
California. ¥* 

CLASS 33.—(1) W. Bartikoski, First Street Department 
Store, Duluth, Minn.; (2) Carl Goettman, Joseph Horn & 
Co., Pittsburg, Pa.; (3) L. L. Wilkins, Kerr Dry Goods 
Cai: Inc., Oklahoma City, Okla.; (4) W. Z. Coy, Miller, 
Rhodes & Swartz, Norfolk, Va. 
(Continued on page 57) 
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\ valued and much needed service for department and 
specialty stores and national advertisers has been inau- 
curated by the Conway Display Service, 9116 110th Street, 
Richmond Hill, L. L, N. Y. Well-trained young lady models 
for window displays and fashion shows will be supplied to 
meet the growing demand for hosiery, lingerie, bathing garb, 
millinery and footwear demonstrations. Edna Conway is 
general manager and also designs the poster displays. 





C. H. Miller and Edward Lissack have formed the X. L. 
Display Service, 126 West Maple Street, Chisholm, Minn., 
and will cover all.the territory within a radius of thirty-five 
miles, including some twenty towns. They will handle both 
local service and national installations and will conduct a 
sign and show card service, so that a complete service may 
be rendered their clients. 





J. H. Deurmyer is handling dealer windows for Hills 
Bros., Kansas City, Mo., distributors of coffee and food 
products. Mr. Deurmyer has just completed a campaign 
for this concern at Omaha, Neb. 





H. C. Reichardt and associates, 8 South Dearborn Street, 
Chicago, have just completed extensive window display cam- 
paigns in the Chicago market for the Pillsbury specialties 
and Lehn & Fink products. This concern is under the man- 
agement of H. C. Reichardt. 





Curtis Wilton, formerly with the United Cigar Stores 
Co. as salesman and window display expert, has organized 
the DeSales Window Display Co., with offices in the Lenox 
Building, Washington, D. C., and will cover the entire Wash- 
ington territory with window displays, road posting and 
signs. He has already started on several contracts for na- 
tional advertisers. 





A. M. Wagner, A. M. Wagner Advertising Service, Minne- 
apolis, Minn., reports favorable progress in the window dis- 
play department of his business recently, having executed 
several new accounts for national advertisers. Mr. Wagner 
also specializes in sign work. 





Norbert P. DePrey, well-known Chicago displayman, who 
has been installing displays for some of the well-known 
Chicago agencies, is planning to establish a window display 
service at Green Bay, Wis., covering the cities of Green 
Bay, Neenah, Menasha, Menominee, Marinette, Oconto, 
DePere, Kaukauna, Appleton, Oshkosh, Two Rivers and 
Manitowoc. He will specialize in the installation of dis- 
plays for national advertisers, but will also trim merchandise 
windows in this territory. 





Herbert M. Copellman, manager, New England Window 
Display Service, 161 Massachusetts Avenue, Boston, Mass., 
reports the completion of the roster of cities in which he 
will provide window display installation service for national 
advertisers in Maine. Mr. Copellman and his staff make 
regular trips through New Hampshire, Vermont and Maine, 
in addition to territory in Massachusetts, Rhode Island 
and Connecticut. 





C. R. Bentley, well-known displayman of Amarillo, Texas, 
formerly with Wade Thompson, wholesale confectioners, 
Wichita Falls, Texas, has opened a display service in Ama- 
tillo in addition to his show card business. He has started 
ol very successfully with several good accounts for national 
advertisers and will also cover Panhandle, Claude, Borger, 
Canyon and Clarendon, Texas. 
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Elmer C. Carlson, who operates the Carlson Window 
Display Service, 25 West Fourth Street, Duluth, Minn., re- 
ports that his service has been enlarged in scope and that 
his crews are now covering Duluth, Minn., Superior, Wis., 
and northern Minnesota within a range of 125 miles. Mr. 
Cardson formerly was connected with the display depart- 
ments of the Van Camp Packing Co. and the Pillsbury Flour 
Mills, and has had considerable experience in the national 
advertising field, which he caters exclusively. 





Blair Anawalt, 301 Butler Avenue, Greenville, S. C., has 
been installing the Peterman Exterminator, Iodent and Fly- 
Tox window display campaigns in his territory for the Win- 
dow Display Installation Bureau, Inc. He has found it neces- 
sary to take on additional territory and routes his displaymen 
now from Greenville up through Spartansburg, Anderson, 
Easley and Green to Charleston, S. C. 





W. L. Huntsman, Huntsman Display Service 3704 West 
Seventh Street, Fort Worth, Texas, was an enthusiastic visi- 
tor at the I. A. D. M. convention in Chicago recently, and 
reports considerable activity in the Texas territory in which 
he represents the Window Display Installation Bureau, Inc., 
in the installation of window displays for national adver- 
tisers. He is engaged now in the Peterman Exterminator 
window display campaign. 





The Detroit Window Display Service, Detroit, Mich., of 
which R. V. Wayne is manager, recently completed a‘ cam- 
paign involving nearly 1,000 test window displays for the 
Coca-Cola Company in Columbus, Dayton, Springfield, Ma- 
rion, Mansfield, and other cities of central Ohio. The cam- 
paign was completed in a remarkably short space of time 
and the displays were widely commented on as among the 
most attractive seen in that territory in years. 





J. Gilbert Scott, formerly display manager of Tepper 
Brothers, Selma, Ala., has established a window display serv- 
ice at 712 McLeod Avenue, Selma, and will operate in that 
city, Uniontown, Marion, Thomasville, Demopolis, Greens- 
boro and Montgomery, Ala., having a branch in the latter 
city. Mr. Scott has had more than ten years’ experience in 
the display field and is equipped to handle the work nicely. 





Ray Williams, well-known displayman of Birmingham, 
Ala., has established the Ray Williams Display Service at 
1600 Norwood Boulevard, and is installing Peterman Ex- 
terminator, Iodent and Fly-Tox window displays as_ his 
initial contracts, obtained through the Window Display In- 
stallation Bureau, Inc. Mr. Williams will also specialize 
in backgrounds, show card writing and display furniture, in 
addition to his national accounts. 





L. W. Junger, an enthusiastic member of the I. A. D. M., 
and a well-known displayman of St. Louis, Mo., has just 
opened the St. Louis Window Display Service at 725 Vic- 
toria Building, St. Louis. Mr. Junger was connected with 
one of the largest retail drug houses in St. Louis, and has 
experience which fits him for his new work. 





Ford Dance, well-known displayman of. Detroit, Mich., 
has returned to his former home, Louisville, Ky., and has 
opened the Louisville Window Display Service, 2101 West 
Walnut Street, succeeding S. K. Nairin, who formerly con- 
ducted the service and who gave up the work because of 
other duties. Mr. Dance is entering the field and has every 
promise of success in his new undertaking. 
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The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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“NAD Service for Advertisers” 


BOSTON 


and Points Within 100 Miles 
Window Displays Sign Painting House to House 
Installed and Placing Distributing 


National Advertising Distributors 
45 WINSLOW STREET BOSTON, MASS. 


A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


TUCSON, ARIZONA, AND VICINITY 


FRED J. CODD ADVERTISING SERVICE 
P. O. Box 1681, Tucson, Ariz. 


A complete Window Display Service for National 
Advertisers. House to house distributing. Personal 


PHILADELPHIA 


and surrounding points. 
Window Displays Delivered and Installed for National Advertisers 
We Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
« For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa. 














Place Your Window Displays in 
Eastern Indiana With 


FORKNER ADVERTISING SERVICE 
ANDERSON, IND. 


We Cover Anderson, Marion, Elwood, Muncie 
and New Castle 


BUFFALO 


350 Drug Store and 850 Grocery Store Windows 
Available. Consult 
E. Preston Browder, 


WINDO-CRAFT DISPLAY SERVICE 
35 North Division St. Buffalo, N. Y. 


NEW YORK 


NEW JERSEY—CONNECTICUT—PENNSYLVANIA 
Window displays delivered and installed for national advertisers. 
Market analysis—Surveys—Sampling, etc. 

Write for data and references. 

ACME WINDOW DISPLAY SERVICE 
H. J. Cox, Manager, Formerly with the Woman’s Home Companion 
225 Fifth Avenue Telephone Ashland 9600 New York City 











Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 
SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
Ellastone Building Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 


INDIANAPOLIS, IND. 

A complete merchandising service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 
ness Bureau. . 

Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 





LOS ANGELES 
LONG BEACH—HOLLYWOOD—PASADENA 


A Complete Window Display and Merchandising Service 
for National Advertisers. 


9 e e e 
Stevenson’s Window Display Service 
OFFICE: 577 WALNUT AVE., LONG BEACH, CALIFORNIA 
Associated with Window Display Installation Bureau. 


NORTH CAROLINA 


Where Prosperity Reigns 
A Complete State-Wide Display Service for National Advertisers 
Associate with Window Display Installation Bureau 


J. M. UPCHURCH 
Display Specialist 


907 W. Lenoir St. 








Raleigh, N. C. 


ABEGGLEN’S DISPLAY SERVICE 


822 S. Weaver Avenue 
SPRINGFIELD, MO. 


A complete window display service for national 
advertisers. 


Associate of Window Display Installation Bureau 








ROCHESTER, MINNESOTA 
in the State With 10,000 Lakes 


Has the Window Service You Want 
The Oldest Service in the State 


Rochester Window Service 
802 Fourth Street, S. E. N. K. Markle, Director 


FT. WORTH, TEXAS 
WOOD ADVERTISING SERVICE 


_, Statistical Surveys—House-to-House Distributing 
Window Installation Service for National Advertisers 
60 Drug Store and 100 Grocery Windows Available 


207 Renfro Bldg. P. O. Box 181 











ST. JOSEPH, MO. 
and Vicinity 
MEYER WINDOW SERVICE 
315 Schneider Bldg. 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 


SEATTLE 


Complete window trimming campaigns in Seattle and outside 
territory from Bellingham to Olympia. Sketches furnished. Scenic 
Artist. Process Plant. Booths, Floats and Halls trimmed to order. 


PRATHER-MARQUIS CO., Inc. 


Office: 405 Douglas Bldg.—Elliott 6780 
Plant: 1401 Dexter Ave.—Garfield 8460 
SEATTLE, WASH. 


ALL OVER WEST VIRGINIA! 


Complete window display service for national adver- 
tisers by competent, intelligent displaymen ; service and 
quality guaranteed. 


The Palette Advertising Service 
321 Wolk-Teitelbaum Bldg., Clarksburg, W. Va. 


BROOKLYN, NEW YORK 


AND SUBURBS SURROUNDING MANHATTAN 
Window Displays Installed for National Advertisers 


Merchant’s Window Decorating System Co., Inc. 
375 Marlborough Road, Brooklyn, N. Y. 














Telephone, Buckminster 5010 J. G. Waters, Pres. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking dist.nctive and reliable display service and counsel. 








Manufacturers’ Window Display Service 
Covering for 
STATE OF CALIFORNIA National Advertisers 
CAMPAIGNS A SPECIALTY—STEADY SERVICE 
Any Part 


THOMPSON & PARMLEY 
1125 SENTOUS STREET, LOS ANGELES, CAL. 


ROCHESTER, N. Y. 
(CARD ViICinNn iT ¥ ) 


Complete Window Display Service for Local and National 
Advertisers 
SIGNS—SHOW CARDS—ART POSTERS 


DISPLAY ADVERTISING SERVICE 


5 Edmonds Street Rochester, N. Y. 
Sales-Producing Window Displays Since 1918 








A Complete Window Display Service for National Advertisers 


CLEVELAND, OHIO 
AND VICINITY 


Window Displays Installed—Displays Designed 
Show Cards and Backgrounds—Commercial Art 


CLEVELAND WINDOW DISPLAY SERVICE 
1384 WEST SIXTH STREET CLEVELAND, OHIO 
Associated with Window Display Installation Bureau 


WASHINGTON, D. C. 


Complete Window Display Service for ” National Advertisers, 
Guaranteed Service. ‘We have nothing to sell but service, the 
kind you want when you want it.’ 


WASHINGTON WINDOW DISPLAY SERVICE 


1317 New York Ave, N. W. Washington, D. C. 
MAURICE KRESSIN, Gen. Mgr. 
Associate Member, Window Display Installation Bureau, Inc. 














PHILADELPHIA and PITTSBURGH 


Complete Display Service Throughout 
Pennsylvania, New Jersey, Maryland and Delaware 
For National Advertisers and Local Merchants. 


W. H. LINGENFELTER 


5931 Windsor Ave., PHILADELPHIA, PA. 


TEXAS and LOUISIANA 


Complete Display Service Covering 


Beaumont, Port Arthur, Orange and Lake Charles 
For National Advertisers and Local Merchants 


Cc. E. BROWN 
WINDOW DISPLAY SERVICE 
451 Orleans St., Beaumont, Texas. P. O. Box 944 


Associate Member Window Display Installation Bureau, Inc. 


CHICAGO 
Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Ill, 


An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 








Associate of Window Display Installation Bureau, Inc. 


SPOKANE 7 © 


Reliable Window Dispiay Service for National Advertisers, cov- 
ering Spokane, Eastern Washington and Northern Idaho. 
National Window Display Company 
1829 Division Avenue Spokane, Wash. 
Associated with Window Display Installation Bureau, Inc. 

















S. L. Langman and Charles Oathout have combined forces 
and are now operating as the Langman Display Service, 495 
East 105th Street, Cleveland Ohio. This firm advises that 
they are in position to take care of display work throughout 
the state of Ohio. 





Paul D. Crowl, Rocky Ford, Colo., is now operating a 
local window display service and finds the merchants eager 
to get the benefit of better window displays. 





C. L. Cooperman, formerly with the Artistic Display 
Service, Brooklyn, N. Y., has left this organization to accept 
the position of display manager for the T. P. G. Co., manu- 
facturers of Amberol shampoo. In his new connection.he is 
supervising the installation of a mass of artistic windows 
featuring this product and is calling into play characteristic 
talent in arranging interesting window “ads.” 





J. D. Watt has sold out his show card business at Beau- 
mont, Texas, and has returned as displayman and card 
writer for the Dorman Department Store of that city. 


Business growth has compelled the removal to larger 
quarters, and so the Acme Window Display Service, of which 
H. J. Cox is manager, is now located at 225 Fifth Avenue, 
New York City. The offices are outfitted with two model 
windows, and the enlarged staff will be able to handle one 
hundred installations daily. 





Melvin H. Myers, Myers Display Service, Louisville, Ky., 
reports unusual volume of window display installations for 
national advertisers. The outlook for fall indicates a record- 
breaking business for display service firms everywhere. 





Thompson & Parmley, Los Angeles, Cal., report that they 
are now starting on one of the largest campaigns for Flit 
in this section, having just completed a large installation 
contract for El Sidelo cigars. 





Fourth Street Show Card & Window Display Service, 
412 S. Fourth Street, Louisville, Ky., is doing a very nice 
business with local merchants. This concern is also handling 
installations for national advertisers. 
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Merging Cards Into Advertising 


Relationship of Two Display Mediums Made Valuable 
by Method of Pittsburgh Store 


By FRANK TUCKER 
Cardwriter, The Joseph Horne Co., Pittsburgh, Pa. 


HOW< card writing has been treated so often 
and so well in the wide range of books 
devoted to the subject that I am going to 
avoid a general discussion of its salient 
features and confine myself to the manner 
in which our establishment seeks to render card writing 
a department of advertising rather than a little province 
of its own. 

The modern show card has become one of the most 
essential factors in merchandise selling and the most 
successful card writers are those who keep in touch 
with their advertising departments and forecast coming 
events accurately. This is our policy, borne out in 
many respects, and particularly in our efforts to make 
the style used in cards conform to the appearance of 
our display advertising. Our men find it advisable 
to keep in touch with the advertising chief and the dis- 
play department at all times in order to learn whiat is 
in course of preparation as a means of “keying up” 
with the ads and events. 

They have found that one of the best ways to tie up 
the cards with the newspaper ad is to carry out the 
same style of lettering. We have special series of type 
which are used exclusively by departments. ‘These are 
wed to create individuality for each of the units fea- 
tured and the card men follow the scheme of lettering 
wed by the printer, making it possible for the buyer 
to recognize and locate the department with ease when 
he enters the store. 

Card writers generally have their own firms to 
please, and must tune in with the policies of their stores, 
but I believe that this uniformity of lettering and dupli- 
cation of advertising heads would be to the interest of 
agreat many establishments besides our own. We have 
proved to our satisfaction that it does not require a card 
larger than seven by eleven inches when used in this 
fashion, to center public attention for the larger sales 
events we feature. In fact, we do not use any larger 
cards at any period in the year. 

We always try to select colors that will tune in with 
our fixtures and merchandise as a means of safeguard- 
ing the attractiveness of the goods against overly gaudy 
cards. Their message is not dimmed and their con- 
spicuity is not allowed to overshadow the stocks they are 
expected to move. 

At present, we are using a taupe colored card as our 
principal store placard and for Christmas will use a 
white stock with a unique two-color panel on one side. 








NEISNER BROS. TO ADD FOUR UNITS 
Four new stores will be opened by Neisner Bros., ac- 
cording to announcement recently made.» One of these will 
be located in Rochester, N. Y., a second at Lansing, Mich., 
and the remainder will be placed in Chicago. Neisner’s oper- 
me cents to $1.00 stores and are planning a transcontinental 
Chain, 





DELMAN RECONSTRUCTING OLD BUILDING 
Delman, Inc., New York City, is temporarily in new quar- 
ters while the work of remodeling their store building is in 
Progress. Two new floors are being added and the front 
8 being overhauled. 
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The, NEW 


“102” 


dD 
eyaontee 


For double service—lighting any trans- 
parent sign at top of window glass, and 
effective lighting of display itself. 








Jor Sign 









Back of reflector has clear glass panel 
for transmitting correct amount of 
light to the sign. 


For any window where top of transparent sign is even with 
ceiling or at the level where reflectors are mounted. Send for 
complete description. 


PITTSBURGH REFLECTOR COMPANY 
304 Ross Street Pittsburgh, Pa. 
REPRESENTATIVES IN 26 LEADING CITIES 


‘“*Pittsburgh’’ 


REFLECTORS 
STAY BRIGHT 











For More Original Displays 


get the ONLI-WA CATALOG ... No. 12, sent free 
to you upon request. This catalog will help you ar- 
range displays that are sure to attract the eye and 
hold attention ... Write for it TODAY! 


FORMS! 


Newest styles in 
forms for display- 
ing your feminine 
apparel .. . prices 
are the lowest. 
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Reg. U. S. Pat. Off. 





The new Onli-Wa 

fixtures are given a 

new finish so_ they 

won't blister in the 

sun, and the Tite-Fit - 
metal fitment adds : 


much to their years Toilet Goods Hose 


and Small Ware and Bag 


of service. Stand Stand 


The ONLI-WA Fixture Co. 


Dept. D. W. 
St. Paul Avenue Dayton, O. 
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PAASCHE Famous H2 
Airbrush 


Increase your earning capacity 
Write Today for Catalog 
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DW7-Gray 1902 Diversey Parkway, Chicago 

















Designers and 
manufacturers 
of valances— 
draperies o f 
the better kind. 
Samples sent 





on request. 


Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 








WINDOW DISPLAY FABRICS 


Of All Description at Low Prices 
METALINE VELOUR VELVETEEN 
LLAMA RAYON PLUSH SATIN 

2 A. SOLOMON 
1123 BROADWAY NEW YORK CITY 











“SOL” FABRIC 


Consistently Achieves Display 
Perfection 


Z S. M. HEXTER & CO. 
! . Sole Owners 

pital FTAARS FOR veans CLEVELAND, OHIO 

New York Office: 1140 Broadway 
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HOW TO ORGANIZE A FLORAL PARADE! 


By JOS. SCHACK 

A 24-page paper bound pamphlet containing all the information 

necessary to arrange and conduct parades, home-comings, car- 

nivals, etc. Fully illustrated. Price each 25c. Order from 
The DISPLAY WORLD, Cincinnati, Ohio. 
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‘Salt Lake Display Club Formed 


Joyous Initial Dinner Lays Plans for Successful 
Window Show Since Staged 


ALT LAKE CITY, UTAH, now has a strong or- 
ganization of displaymen, recently affiliated in 
one united body. The Chamber of Commerce js 
delighted to have such a group as an auxiliary, 

and its quarters have been oponed to the club’s members in- 
dividually and collectively. The biggest and best rooms are 





Members of the Salt Lake Club “Snapped” at the Dinner 


none too good, and once a month a luncheon is held at noon, 

Officers and committees are as follows: Wm. Ashby, presi- 
dent; Ernest A. Lawrence, vice-president; Wallace Nyberg, 
secretary and treasurer. George H. Llewellyn, chairman of 
Board of Directors. Committee on entertainment is as fol- 
lows: Frank Kirk, A. L. Weir and Stanley Warren. Com- 
mittee on Publicity: George H. Llewellyn, F. J. White and 
R. H. Parry. Committee on Demonstration: A. E. Smith, 
Henry Gyllenswan and Ronald Nichols. Take a look at this 
new bunch and you'll see that they happily enjoy their work. 
Vice-President Ernest A. Lawrence has herewith burlesqued 
the minutes of a recent meeting. 

“The first luncheon was held at the Chamber of Com- 
merce recently. Secretary Wooly Nobug stood on his new 
patent kicks while he called a monotonous roll which fol- 
lowed the clock all the way around. 

“There were many bright lights present, including Mr. 
Calder and his friend from Cohn’s Lace House, and Toad 
Taylor, of Dayne’s Beebee Music Shop. 

“The meeting proceeded cautiously under the qualified 
presidency of the diminutive Billy Ashby, of the Z. C. M. 
and I. A motion was breathed, but not lifted, that the meet- 
ing be adjourned by nine o’clock so that Messrs. Morgan 
et al might cue a few billiards before retiring to Morpheus. 
Thanks for the buggy ride. 

“The charter members were moved and stationed on the 
elaborate Italian marble staircase while Photographer Davis 
electrically ignited some dynamite, which exploded in our 
blinking optics. There was more smoke than conflagration, 
notwithstanding, and the secretary of the Commercial Club 
was prayerfully grateful that the building was still intact, 
although next morning the newspapers reported an earth- 
quake. After the boys had reseated themselves they began 
chawing away at the box of wrapped cabbage leaves which 
were donated by Stern’s Botanical Factory, of Los Angeles. 
Come again, Jaxon. 

“It was suggested that the word motion be used instead 
of the word question, so as not to upset the chair’s equili- 
brium. There were repeated and successive motions and 
movements which terminated more or less in Shakespeare's 
‘Much Ado About Nothing.’ George Llewellyn, of Frank's 
H. S. Max Glad Rag’s Corporation, did a lot of calisthenics 
up and down and around his Austrian bent chair, urging 
this, that, and lots of other matters appertaining to the 
general welfare of the club. Friend Weir, of the Hunting 
Thompson Boot Show, was a close second in the marathon. 
Colonel Gray, author of gray pajamas and other respectable 
underwear and overwear, added dignity to the various a¢- 
tivities by his Chesterfieldian precision. 

“The atmosphere was very thick with cabbage smoke 4! 
times and on one occasion Mr. Perry, of Kelly’s Kone Kiosks, 
lit a match to see if the chair was still on the job. 

“Andy Johnson, of the Retail Merchants’ Bureau, was 
surreptitiously smuggled into the clan and allowed to dis- 
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course on the subject of a ‘Midsummer Night’s Dream,’ said 
dream to materialize in a cooperative window display on 
Wednesday night, May 26. The orator dwelt at large upon 
the feature of whitewashing our windows on that particular 
moonshine night so as to intensify the curiosity of the masses. 
Brer Johnson might have been spieling yet had it not been 
for Free Lancer Reynolds, who terminated the protracted 
discussion by an abrupt motion for an acquittal. And to 
cause the speaker further pangs of conscience, ‘Friend’ Cole 
of the May-Sale-Store’s straw hat window, pleaded to be re- 
assured of the date of the whitewashing. 

“Siegel’s Nichols acceded to everything that was said and 
done, with his lady-like smiles. Lawrence, of the Standard, 
had to sit down and jabber irregularly, contrasting poorly 
with the soldier-like bearing and carefully arranged motions 
of the Honorable Spitzer, of the Night and Day Two Pants 
Emporium. Brother Sain furnished some humor when he 
emphatically reiterated that he was not the author of his own 
salvation, and, therefore, might have to forego the monthly 
luncheons, notwithstanding. Smiler Morgan, of the Candle 
Factory, chawed and sputtered a good many cigars whilst 
he giggled his ideas to Georgie. Other members of our 
artificial set-up group were alert to the proceedings, all right, 
but in their semi-nervousness refrained from verbal expres- 
sion. Even Gomer Llewellyn was as cold as his jewelry. 
But, though many of the stalwarts had little to say, they 
felt as do prizefighters, that we should knuckle down to 
business. 


I. A. D. M. Usefulness at Stake 


(Continued from page 3) 





“Unswerving effort to construct an I. A. D. M. broad 
enough to absorb and represent all the groups now engaged in 
the furtherance of advertising and selling by display of 
merchandise. 


“Encouragement of every progressive committed to the 
foregoing doctrine.” (This justified efforts to unite the help- 
less individual delegates opposed to machine control.) 

“Absolute refusal to become official organ for any group 
or body.” 

The executive committee, whose members are said to have 
been most active in spreading the poison gas against The 
DISPLAY WORLD was not fair enough to lay the facts 
before the convention, and made every effort to prevent dis- 
cussion of this and other controversial issues before the body. 
They even denied delegates the privilege of nominating 
speeches as a means of checking the candidacies of Stens- 
gaard and Richter, the independent presidential candidates 
and J. Duncan Williams, Chicago, who had the temerity to 
oppose “Lew” Rogers, long-time secretary and chief engineer 
of the “old guard” organization. 

The machine carried its fight against Williams to such 
lengths that it sought to deny him the privilege of presenting 
speakers whom he had personally secured at official instance. 
Among the executive committeemen who fought Williams on 
the floor was Wm. H. Teal, overheard to warn a delegate 
against Williams, who, he declared” was not a displayman 
but an “advertising man.” In his zeal he forgot that the 
Present secretary has not been engaged in display work for 
Many years, while his opponent is today actively engaged in 
display work and is considered a national authority on the 
subject. 

The obvious intention of this tiny body of determined men 
to hold their place at the expense of the display profession 
calls for unrelenting effort on the part of wide-awake win- 
dowmen to abolish the executive committee, assure proper 
administration of affairs through a committee organized along 
territorial lines and to place association control with the 
Membership itself. The present system of organization is 
outworn and gives a handful autocratic power over a help- 
less majority. Pending the development of the regional 
odies, which must ultimately be the chief force in display- 
men’s activities, there is no relief in sight until a complete 
Teorganization of the association is obtained. 


THE - DISPLAY. WORLD 















“EDGE-LITE”’ 


Electric Indicator Signs 





LADIES 
Mee REST ROOM 


For indicating Departments, Aisles, Elevators or Rest Rooms, 
nothing surpasses the dignified effectiveness of the Edge-Lite. 
An interesting folder illustrating the Edge-Lite in various 
models will be sent free on request. 


BRONZE WINDOW PLATES 





WA WIEBOLDT¢ ECO. 





Your Name in Bronze—the metal of the ages—will impart that 
feeling of permanence, strength and dependability. A request 
for prices does not obligate you in any way. Submit rough 
pencil sketch showing size and layout. 


Davenport-Taylor Mfg. Co. 
412 Orleans Street, Chicago 


Boston 
318 Little Bldg. 


New York 
132 W. 43rd St. 


San Francisco 
693 Mission St. 
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An Attractive Card 


Stand is Also 
. Important 


A well-designed price card de- 
serves an attractive holder. 
Timberlake card stands are 
attractive and_ serviceable, 
made to stand hard usage. 
Durability is a strong feature. 
Reinforced at every point of 
strain assures rigid construc- 
tion. Finished in Gun Metal, 
Oxidized, Nickel and Statuary 
Bronze. Furnished with either 
flat or weighted base. The 
high quality and low price ap- 
a peals to every careful buyer. 


Other Practical 
Wire Fixtures 


“T” Stands, adjustable and sta- 
tionary. Counter Stands, sev- 
eral styles. Millinery Stands. 
Piece Goods Stands. Shoe Dis- 
play Stands. 


Send for Catalog No. 35-B 
J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 
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Summer’s Message Couched in Color 


Cards Designed to Interest Mere Man Should Make Use of Bright 
Hues Favored in Seasonal Clothing and Furmshings 


By FRANK DODSON 
Display Manager, Woolf Bros., Wichita, Kans. 


OOR PAPA” is coming into his own—and by this 
we mean that the meek, subservient attitude 
which he is supposed to have borne is now “old 
stuff.” The song-writer who took time off to 
tell of “papa’s” poverty while “mamma had 
rings in her ears,’ and the success with which 

the neck-wear makers and their allies “put over” Father’s Day 
shows that “Dad” is gaining prestige and enjoying it. 

This may be “the bunk” insofar as his reported meekness 
is concerned, for it has always been pretty clear to us that if 
“Father” desired to wear a hickory shirt and allow the warm 


sunshine to beam down on the unprotected Adam’s apple when 
he went out on a fishing trip, it was because he knew that 
there was no pleasure in fishing in a dress suit. If he balked 
on “boiled” shirt and wing collar, when asked to attend a 
fancy “event,” it was simply to express his indignation against 
the frigidity and formality of the occasion. 

However, it is plain that “Father” is taking a more kindly 
attitude to “primping,” and with his budding interest in clothes 
“for clothes’ sweet sake” comes a pleasure in color. He can 
revel in a bright silk shirt set off by a gorgeous cravat, top 

(Continued on page 61) 





of Finely Executed Cards Prepared by Mr. Dodson Recently 
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when 
that ‘ \ Here’s the idea: carefully selected stock used in all brushes. And 
lked ¥ -. a line of supplies that is not only complete but correct—giving you 
nda . \¢ Nii the most value for the money. Of course, 
alnst AN 3 972° 

a VG ilps 
indly 2AN 
»thes s ® D sa > 

. ’ oy 

» Can a 


, top 
TRADE MARK REGUS PAT.OFF. 


LATEST AND BRUSHES ano SUPPLIES 
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PROPER BACKGROUNDS 
“Create Better Merchandising” 


SECURE these results with the 

choicest fabrics on the market 
made at our own mills. We are con- 
tinually creating lustrous, new, nov- 
elty display materials that insure 
your having fascinating windows. 


MAHARAM TEXTILE CO., Inc. 


107 WEST 48TH ST. NEW YORK CITY 
N. B.—Display Fixture Houses Desiring a Side Line, Write for Plan 


Write for 
Samples NOW! 

















WE MANUFACTURE 


ALANCES and DRAPERIES 


THAT MAKE YOUR STORE 
WINDOWS ATTRACTIVE 


Some of Our New Ideas Will Surely 
PROVE | Satisfactory to - You: 


Send Us Your Window Measurements and We 
Will Forward Sketches, Samples and Estimate. 


YOURS FOR SERVICE 


CROWN CURTAIN Co. 


| 81 FOURTH AVE. NEW YORK CITY 
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The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and og Rae Order 
Ask Any One of 18,000 Users 
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Write for Catalog 52D 


Thayer & Chandler 


913 Van Buren, CHICAGO 
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DAVE SLOTKIN 
- 1970 EVERGREEN AV. CHICAGO 














J. D. WILLIAMS DISPLAY SERVICE 


509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 








POSITION WANTED 


Young displayman and cardwriter, thoroughly familiar with 
Department Store and general lines, now employed, desires to 
make connection with live store in Ohio or near by. Over 
three years department store experience. Photographs sent 
upon request. 


Address “C. E. P.”” Care The DISPLAY WORLD 
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With the New York Displaymen 


Summer Garb Suitable for Beach and Travel Given : 


Prominence in June Windows 


By HAZEL STEVENS 
New York Correspondent, The DISPLAY WORL)D 


PORT clothes, bathing togs for beach and surf, and 
travel ensembles dominate window displays all 
along Fifth Avenue, large and small stores realiz- 
ing that at last summer is here milady’s fancy turn- 

ing to vacation and outing clothes, while no little attention 
is given to mid-summer evening finery and lingerie oi the 
highest type. 

The little folk have not been overlooked and several large 
department stores, including Stern Brothers, Lord & Taylor, 
and Best and Company have given windows to children’s 
apparel. Men’s stores follow the trend with displays of 
sport togs. 

Stores: are confined to fall colors of black and deeper 
shades of tan though in some instances white occupied entire 
windows and some concerns are showing straws and fabric 
slippers to be worn with printed georgettes and informal 
silk dresses. 

Best and Company show sheer organdie frocks in shades 
of tan, most of them two-tone, and all with costume slips 
of natural on light pink. ‘Brown, beige, natural, and a new 
walnut shade are combined in the two-tone materials. 

Trimmed in filet lace, sleeveless, with large berthas and 
quaint fitted bodices the gowns are appropriate for mid- 
summer afternoon and evening wear. Skirts with uneven 
hems or scallops; trimmings are filet lace or facings of 
self-material. 

Six flop hats of brown straw, satin pumps in beige, and 
georgette scarfs are accessories while flat, gold hand-bags, 
perfumes beads lace handkerchiefs and chiffon hose in nude 
shades complete the window. 

Semi-tailored gowns of black moire by Jenny & Patou 
are featured by Arnold-Constable & Co. Imported bags in 
black suede, chamois and dull kid, richly trimmed with jade 
and inset with rhinestones, enhance the display. Several are 
equipped with platinum watches and are obviously for the 
highest class of trade. 

Two handsome French dolls gowned in two-tone rose, 
and a fern give color to the display for which the ground 
is a gray chenille rug. 

Sport frocks in white are featured by Bonwit Teller & 
Company, in which rayon and flat crepe in two-piece models 
receive prominence emphasized by vivid red felt hats and red 
leather bags. 

For afternoon, this same store shows five flowered chiffon 
models in exotic colors. A tan cape of canton trimmed with 
dyed ermine, a white georgette heavily beaded in colors, and 
a rose georgette trimmed with hand-hemstitching and ruffles 
are the wraps suggested for such an ensemble while large, 
flop straws are the proper hats. These are in pink, natural 
and walnut. 

Vacation pleasures of the golf course and tennis court 
gave zest to the display which Herman Frankenthal installed 
for B. Altman Co. Yellow sport costumes worn by the three 
models appear in this outdoor scene, in which a wicker chair, 
a golf ball, kodak and tennis racket provided the vacation 
atmosphere. Flat crepe two-piece styles are worn one ol 
these being yellow trimmed with a polka dot collar and tie, 
another with white trimmings, while the third was show? 
in a highly colored pattern. Nude pumps, alligator trimmed 
and imported lisle sport hose constituted the accessories. 

Franklin, Simon Co. give a window to purple evening 
gowns for madam and another in lighter shades and lavender 
for madamoiselle. Two exquisite gowns of heavy georgette 
trimmed with long self-color fringe are shown with an ¢x- 
quisite metal cloth shawl purple fringe, while purple-trimmed 
silver kid and silver brocade slippers, hose in a lighter 
shade and pearl handbags complete the ensemble. The frocks 
for younger women are shown in another window developed 
in much the same mode. 

Russeks are showing much white for daytime and night 
wear. Frocks are of georgette and flat crepe with the ten- 
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dency toward two-piece styles. White Milan hats and lacy 
straws are favored to complete the costume. 

Altman’s have one window given over to bathing suits 
and accessories. A large green beach chair of cretonne 
centers the window in which the articles displayed are a 
handsome white, waterproof moire cape, green and red capes 
of the same material and sets of flannel trunks and coats. 
Two figures wear white taffeta bathing suits trimmed with 
black taffeta bands. A grass rug is used as the floor. 


Lord & Taylor has fashioned a real beach, a display 
placed by George Boulard, display manager, in which a 
canvas tent in tan and green at one end and a beach chair 
of cretonne at the other gives proper balance. A figure in 
the center wears a silk beach suit of white with red polka 
dots, worn over white knitted trunks. The cape is red 
jersey. Another exotic figure, just a bust, wears a queer 
Chinese straw beach hat. A black taffeta dress trimmed 
with black and white polka dot banding, a beach scarf of 
red jersey and a black moire beach cape rest on the chair, 
while behind the flaps of the tent one sees a colorful Roman 
striped beach robe of very mannish design. An umbrella 
and rubber beach shoes are also visible. 


Travel windows have a tendency toward brown and tan 
in steamer coats. An Altman's display shows two coats, 
fur trimmed, and a profusion of high-class luggage. Dainty 
lingerie spilling from the drawers of a wardrobe trunk, 
dressing cases in gray, black and tan, and overnight boxes 
in brown alligator appeal to the vacationist. Steamer robes 
in brown plaids are emphasized in the center and sides of 
the window and semi-dress gloves of suede and washable 
kid are in evidence. 

High shades predominate in lingerie displays with green, 
peach, apricot, and even orange trimmed with black lace 
being shown in the better class stores. One avenue window 
is enhanced by a dressing table and polychrome lamps with 
ruffed taffeta shades. Another is given entirely to novel 
lace and georgette corsets for wear with evening frocks. 


Charles Nelson, at Best & Co., has an effective display 
of children’s things. A large window is given entirely to 
the little falks, and the showing entrances juvenile and adult 
as well. Models are a distinctly new type with faces, arms 
and legs of hand-painted chamois. The feature is a gaily 
painted merry-go-round with four spotted ponies in white 
and lavender, green, pink and blue spots, fluffy manes and 
tails of colored yarn. Three little girls in play dresses ride 
the ponies, while a boy in a two-piece play suit stands along- 
side. A wide striped canvas umbrella covers the merry-go- 
round and gravel is used as the floor. Two woolly white 
dogs appear to play on the ground. All the children wear 
frocks of pastel colors in combinations of printed cotton 
fabrics. 

The remainder of the window is given over to two larger 
figures fashioned of the same material and wearing printed 
dresses. They are grouped about a child’s wardrobe trunk 
and beside them are juvenile frocks of printed voile, percale, 
and linen as well as a few numbers in plain colors trimmed 
with white collars and cuffs. 


Men will wear much brown if displays of the week are a 
criterion. James McCreery & Co. have one window given 
to brown striped and plaid suits and a light worsted topcoat 
in shades of brown. The picture is completed by two tall 
evergreen trees at the extreme ends of the window, a hall 
table of walnut in the center, and two chairs in Renaissance 
style on which the suits are displayed. Three pairs of tan 
oxfords are shown grouped about the base of a wrought iron 
lamp on which is a handsome parchment shade. 





ESTABLISH DIRECT REPRESENTATIVES 
In order to supplement and perfect their supply service to 


the di splay profession, the Maharam Textile Corp., Inc., New 


York City, has appointed sales agencies to cover New Eng- 
land, Southern States and the Pacific Coast. Upon request, 
the nearest representative will bring a complete sample line 
of display fabrics and thus provide home office service right 
at the store. 
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Chit. we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO sox COMPANY 


>S mi CHICAGO 
Originators of New Colors and Finishes in Poster Boards - 





S66 W. WASHINGTON BLVD. 


“Thirty Shades in 
Art Poster Beast 


Highly Adapted for 
Speed in Both Pen 
and Brush work 
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Beach Atmosphere for Bathing Garb 


Brisk Demand for Garments Can Be Best Promoted Through Basing 
Appeal of Presentation on Appropriate Backgounds 


By J. WALTER JOHNSON 
Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 


OTHING is more suggestive of summer- 

time and vacations in general than a good 

bathing suit display. It is as much a 

symbol of summer as Kriss Kingle is of 

Christmas. Springtime and spring fever 

have already created the desire to get out in 
the open where rippling streams and roaring waves 
invite the adventurous to swim and bathe in their 
cooling depths. With a vacation trip as his mental 
horizon, the average passerby of your windows is a 
prospective buyer. He may have many needs to which 
you may cater in a holiday spirit, but, perhaps, the win- 
dow that will cheer him and attract him most, will be the 
bathing suit display.. It will be so in keeping with the 


trend of his thoughts that it will sell not only the suits 
shown but many other vacation accessories, the need of 
which will be discovered following the pleasant line of 
thought awakened by your display. 

Be sure that the background is well planned, that 


the window as a whole is well balanced, and that the 
figures used are beautiful. Our sketch could be repro- 
duced as shown, by painting the drop to show the beach 
up to where the large figures are placed. The floor of 
window could then be covered with white beach sand, 
procurable in one-hundred-pound sacks at any paint 
store. The wonderfully posed wax figure today are a 
big factor in putting over an unusual beach setting and 
good scenery is absolutely necessary to carry out your 
idea of this kind of display. 

The ornamentation which is gained from use of a 
pleasing azure background ‘is well worth the expense 
which it incurs. Yet it need not be assumed that such 
a background is beyond the possibilities of the small 
store. By using wax figures to build up the picture 
and confining the artist’s task to the sky and cloud 
effect indicated, it is possible to obtain such a back 
at a cost ranging from thirty to fifty cents per square 
foot in most localities. 
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A Beach Setting by Mr. Johnson in Which a Pictorial Background Plays the Chief Role 
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Scare Given I. A. D. M. “Old Guard”’ 


(Continued from page 44) 


CLASS 34.—(1) Paul Francisco Lupo, Barker Bros., Los 
Angeles, Cal.; (2, 3 and 4) Paul Francisco Lupo, Barker 
Bros.. Los Angeles, Cal. 

CLASS 35—(1) Carl Goettman, Joseph Horn & Co., 
Pittsburg, Pa.; (2) Carl Goettman, Joseph Horn & Co., 
Pittsburg, Pa.; (3) Arthur G. Munroe, Schunerman & Evans, 
St. Paul, Minn.; (4) Arthur G. Munroe, Schunerman & 
Evans, St. Paul, Minn. 

CLASS 36—(1) Arthur G. Munroe, Schunerman & Evans, 
St. Paul, Minn.; (2) Carl Goettman, Joseph Horn & Co., 
Pittsburg, Pa.; (3) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (4) Harold A. Grinden, Duluth Glass Block 
Store, Duluth, Minn. 

CLASS 37.—(1) Paul Francisco Lupo, Barker Bros., Los 
Angeles Cal.; (2) Harold L. Braudis, Meekins, Packard & 
Wheat, Springfield, Mass.; (3) Paul Francisco Lupo, Barker 
Bros., Los Angeles, Cal.; (4) L. L. Wilkins, Kerr Dry Goods 
Co., Oklahoma City, Okla. 

CLASS 38—(1) Dallas M. Schultz, Joseph Spiess Co., 
Elgin, Ill.; (2) C. Walter Johnson, Dickson-Ives Co., Or- 
lando, Fla.; (3) Harold A. Grinden, Duluth Glass Block 
Store, Duluth, Minn.; (4) W. Bartikoski, First Street De- 
partment Store, Duluth, Minn. 

CLASS 39.—(1) Harold L. Braudis, Meekins, Packard & 
Wheat, Springfield, Mass.; (2) Dallas M. Schultz, Joseph 
Spiess Co., Elgin, Ill.; (3) L. L. Wilkins, Kerr Dry Goods 
Co, Inc., Oklahoma City, Okla.; (4) W. Bartikoski, First 
Street Department Store, Duluth, Minn. 

CLASS 40.—(1) Steve Allan, Woolf Bros., Kansas City, 
Mo.; (2) W. Hanley, Lew Levi, Nanticoke, Pa.; (3) F. E. 
Whitelman, R. H. Fyfe & Co., Detroit, Mich.; (4) Joseph 
H. Marshall, The Boersma Co., Chicago, III. 

CLASS 41.—(1) R. B. Cox, C. W. Klemm, Inc,, Bloom- 
ington, Ill; (2, 3 and 4) R. B. Cox, C. W. Klemm, Inc., 
Bloomington, III. 

CLASS 42.—(1) Ray Hoewischer, J. A. Rudy & Sons, 
Paducah, Ky.; (4) M. H. Luber, The Killian Co., Cedar 
Rapids, Iowa; (3) R. B. Cox, C. W. Klemm, Inc., Blooming- 
ton, Ill.; (4) M. R. McDonnell, H. C. Petersen’s Sons Co., 
Davenport, Iowa. 

CLASS 43.—(1) Matt Markusich, The Fair, San Antonio, 
Texas; (2) R. B. Cox, C. W. Klemm, Inc., Bloomington, 
lll.; (3) Ed Rose, Foley Bros., Houston, Texas; (4) Matt 
Markusich, The Fair, San Antonio, Texas. 


CLASS 44.—(1) H. H. Riegel, Wolff & Marx Co., San 
Antonio, Texas; (2) E. J. Short, L. Herman Co., Danville, 
Va; (3) E. J. Short, L. Herman Co., Danville, Va.; (4) 
H. H. Riegel, Wolff & Marx Co., San Antonio, Texas. 

CLASS 45—(1) E. J. Short, L. Herman Co., Danville, 
Va.; (2, 3 and 4) E. J. Short, L. Herman Co., Danville, Va. 

CLASS 47.—(1) Joseph H. Marshall, The Boersma Co., 
Chicago, Ill.; (2) W. L. Stensgaard, Stewart-Warner Speedo. 
Corp., Chicago, Ill.; (3) W. Z. Coy, Miller, Rhodes & Swartz, 
Norfolk, Va.; (4) Ed Rose, Foley Bros., Houston, Texas. 
_CLASS 48.—(1) Harold Simpson, David Spencer, Ltd., 
Nanaimo, B. C., Canada; (2) Melvin Wullschleger, Werner 
& Werner, St. Louis, Mo.; (3) A. L. Meadows, Washer 
Bros. Fort Worth, Texas; (4) C. H. Harvey Rhodes, Brown 
Pharmacy, Charmte, Kansas. 

CLASS 49.—(1) Ed Rose, Foley Bros., Houston, Texas; 
(2) Orville S. Baxter, Kerr Dry Goods Co., Oklahoma City, 
Okla. ; (3) I. L. Vonderheide, The Walker Dry Goods Co., 
Charleston, W. Va.; (4) J. H. Hilton, George M. Wilson, 
Pittsburg, Pa. 

CLASS 50.—(1) A. L. Meadows, Washer Bros., Fort 
Worth, Texas; (2) Ed Rose, Foley Bros., Houston, Texas ; 
(3) A. L. Meadows, Washer Bros., Fort Worth, Texas; (4) 
Matt Markusich, The Fair, San Antonio, Texas. 

CLASS 51—(1) Ed Rose, Foley Bros., Houston, Texas; 
(2) Harold Simpson, David Spencer, Ltd., Nanaimo, B. C., 
Vanada ; (3) Melvin Wullschleger, Werner & Werner, St. 
“a Mo.; (4) Paul W. Greit, Jahraus-Braun Co., Buffalo, 
‘ew York, 
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Send for FREE Samples, or, 
better—a trial order. Then you'll 
KNOW that Quality is the reason. 


HURLOCK BROS. COMPANY 


Inc. 


3436-38 Market St.—3435-39 Ludlow St. 
PHILADELPHIA 




















KOSAI METALLICS 
Gold - Silver - Diamond - Pearl 


A NEW INVENTION 
United States Patent 











Can be applied on anything—silks, velvets, beaver 
board, etc. A brilliant metallic effect. Just the thing 
for display work. 


KOSAI METALLICS: ~ 
Gold and silver in sheets 
18”x72”; double processed 
in sheets 5”x72”. 







Cita J 
\" DESI GAS VE 

The double pro- 
cessed gold and 
silver sheets are 
especially adapta- 4% 
ble for velvet and 
other heavy mate- 
rials. 


Diamond and Pearl Metallics: 5” x72”. 


Kosai Liquid Transparent Colors 


For Glass, Metal Ware, Silks, etc. GUARANTEED 
WATERPROOF. Eight Bottles in Set. 


Write for Complete Information. 


KOSAI STUDIOS 


M. KOSAI, Director 


129 W. 49th Street New York City 
Phone: Circle 3599 
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Illustrated is a camouflage Window Box, filled with Geranium 
Sprays, Begonia Plants, Sedium Sprays and Ivy Vines. 


No. 2158, 38x24 inches, complete $6.50 


For ORIGINALITY and 
ARTISTRY 


Mother Nature still holds her own. Nothing is more 
appropriate for window or interior decorations than 
the beautiful products of her magic hand. 


Our line of artificial flowers, natural prepared palms, 
plants and trees, are perfect reproductions of Nature’s 
own, and embrace those items most suitable for deco- 
rative work. 


Convince yourself by sending 
for free colored Catalogue No. 2 


FRANK NETSCHERT, Inc. 


61 Barclay St., New York, N. Y. 





THE DISPLAY WORLD 














Is your Display Department properly equipped with a 
WOLD AIR BRUSH OUTFIT? Good tools are essential 
for good results. 


For 35 years we have made Air Brushes, and when better ones are 
made we will make them. 





eee THE WOLD AID BRUSH MPG CO. 


Ask for a catalog of “THE AIR BRUSHES 
WITH THE GOOD REPUTATION.” 


; Wy THE WOLD AIR BRUSH MFG. CO. 


2173 N. California Ave. Dept. 4, CHICAGO 

















IT’S A WINNER! That’s what they all say about 


“NUARTCHROME” 
Nuartchrome is applied to backgrounds in our own studios by 
special process, any color. Specify ‘‘Nuartchrome” finish on 
your next background, order now for early delivery. Back- 
grounds made to order. Send diagram. 


THE SCHLICHER STUDIOS 
32-34 N. Main St., Fond du Lac. Wis. 








Draws or cuts ovals thousands of 
shapes and sizes from 2%” to 21” 


Guaranteed Absolutely Perfect. 
Thousands of Satisfied Users. 


$2.50 — $3.00 — $5.00 
Order from your dealer or direct. 


VICTOR H. SPILLER CO. 
53 Warren St. Boston, Mass. 











LITHOGRAPHED LETTERHEADS 3°..:¢cn's. 


WINDOW DISPLAYS, CUT-OUTS, ETC. 
LUTZ & SHEINKMAN, INC. 


EST. 1896 INC. 1904 
2 DUANE STREET NEW YORK CITY 





WE CARRY “ART BLOTTERS” IN STOCK 
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Window at Mercy of Lighting 


(Continued from page 16) 


first, that produced by subtraction of light rays; second, 
by the addition of light rays. In the first the produc- 
tion tends to black while in the latter the trend is to 
white. The primary colors of the former are purple, 
yellow, and blue-green. The latter primaries are red, 
blue and green, that is, from a combination of these 
primaries any color light, as well as white and black, 
may be produced. 

The more common method of color mixture is that 
of substraction. It is on this method that tri-color 
printing and painting depends. A piece of yellow gela- 
tin on a bit of white paper robs white light of violet 
and blue rays. When the yellow is superimposed upon 
a blue-green, green is obtained as the yellow robs the 
light of blue leaving only the green to be transmitted 
by the gelatin. 

Likewise, yellow above purple takes the blue away 
and red is reflected. As blue-green does not transmit 
red when it is superimposed on purple only the blue 
filters through. 

By using these simple laws any color may be ob- 
tained in the show window if the circuits are installed 
to take care of the “primaries.” 

Above all, in using light it is vital to realize that 
the object viewed is dependent on the light source for 
its color. For instance, a red article when red rays are 
absent in the illuminant appears black, as all of the other 
rays are absorbed and nothing is reflected. Knowledge 
of this yields us a valuable tool for showing merchan- 
dise more effectively than is possible under white light. 
If gold colored goods are in a window, gold lined cups, 
for instance, additional gold in the illumination en- 
hances the color in the cups through the emphasis on 
this shade. A painting in which the pigments are ap- 
plied by an air brush will illustrate this principle 
through the glamor of its reflection; the pigments thus 
spread, will produce a porous surface in which each tiny 
globule of paint picks up and reflects the color of the 
light just as a maze of small glass crystals exhibits 
greater brilliancy than an ordinary mirror. 

From the foregoing the logical deduction is that 
handling of color in the main, calls for discretion rather 
than adherence to rules. It is also evident that color 
sparingly applied will produce psychological effects that 
cannot be obtained by white light—effects that are noted 
in more frequent tinkling of the cash register bell. 

Window illumination may be divided into two types, 
namely; high intensity lighting to overcome daylight 
reflection, or an intensity sufficient to make the window 
prominent, the quantity depending on the location, and 
color lighting. To have a window properly designed 
for illumination is to have a window in which a com- 
bination of the foregoing types is found. The amount 
of the apparatus necessary is surprisingly small. Ot 
course, more circuits are required for color lighting than 
for high intensity lighting alone but these are nominal 
in cost when compared with the results produced. Be- 
sides reflectors the only accessories needed are colo 
caps or gelatin slides to cover the reflectors (colored 
lamps are not satisfactory), a spot light, a flood light. 
a flasher, if the light is to be variegated, and foot lights 
if the window and display warrant their use. 
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Sensational Parisian Novelties Are Now The Vogue For Window Display 


ERFECTLY modeled 

miniature figyres, 18 
inches high, recently im- 
ported from France by us, 
have become decidedly pop- 
ular through their charm 
and grace. They depict a 
dainty feminine figure in 
various catchy costumes 
and many fetching poses, 
no two exactly alike. 


Some have bathing cos- 
tumes, some are in lingerie, 
while others are in ballet 











































costume, etc. 


< \gewers figures are im- 
pervious to heat and 
sun, being made of bisque 
and are ideal in every re- 
spect for modern window 
display. 


DP pee nnede-wsntd stores, specialty shops and national advertisers seeking something unusual to promote products such as 
hosiery, lingerie, outer apparel, corsets, girdles, millinery, hair-dressing and bathing attire will find these figures singu- 


Write for Quantity Discounts. 


HAND-PAINTED PAPIER MACHE HEADS 


On Pedestal, Egyptian Period, $7.50 each 


BEAUTICRAFT IMPORT CORPORATION 


NEW YORK CITY 














246 West 38th St. 





New York City 


| 246 West 38¢ of Complete Display Equipment 




















Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part: merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 


Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. 

This slogan and emblem is the result of the realization 
of the publishers of The DISPLAY WORLD that the 
interests of the entire display field can best be ex- 
ploited and promoted by a national unity, as can only 
be done by means of a slogan or emblem of this type. 


Order Your Set of Electrotypes Today! 
Price $1.00 Postpaid 


The DISPLAY WORLD, Cincinnati, O. 
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Chicago Monthly Display Review 


Effects of Cool Weather Noted in Showings of M edium-W cight Men's 
Wear Contrasting With Summery Silks Offered Fair Sex 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


HE International Eucharistic Congress, which 
was the occasion for much newspaper publicity 
and considerable exterior decoration on the 
store and office buildings, hotels, churches, etc., 
brought to the city visitors estimated at from 
100,000 to 1,000,000, while one paper said “there 

may have been 2,000,000.” Conservative estimates by the 
transportation companies and others placed the number of 
people attending the ceremonies at the stadium and at Mun- 
delein, Illinois, at between 400,000 and 447,000, which included 
children and all other local Catholics. At any rate, it was a 
large party even for Chicago. 

Following the Eucharistic Congress came the Moose con- 
vention which has filled the streets with jovial visitors to the 
tune of 150,000. Exterior decorations were rather plentiful 
for this event also. At this writing the window and exterior 
decorations are being put up for the Fourth of July, and 
down-town Chicago is hourly taking on an increasingly festive 
appearance. The shops are showing outing and sports apparel 
for the three-day week-end holiday, which will be celebrated 
by a great number of people. The weather, however, continues 
to be cool—too cool for the sort of retail activity that has 
prevailed during the same season in previous years. Usually 
at this time of the year the windows of the men’s shops are 
featuring hot weather clothes, together with various and sundry 
sports apparel. Clothing of medium or regular weights is 
strongly featured, with sports accessories and other related 
items. 

At Maurice L. Rothschild’s the principal window at the 
corner of State and Jackson shows a display of gray suits in 
fine worsted materials with red figured scarfs on each suit. 
Straw hats, shoes, hose and other accessories are shown in 
the same window, but the red and gray combination stands 
out in pronounced fashion. The vestibule windows near the 
entrance are trimmed with silk shirts and foulard scarfs in 
the proper and harmonizing shades. 

The Hub windows are up to their usual standard, showing 
splendidly arranged three-unit trims in each of the large 
windows, with small unit groups of haberdashery near th 
rear on either side. 

At Carson, Pirie, Scott & Co. one large window divided 
into three sections features “Mogadore four-in-hand ties,” 
“White collar-attached shirts with polka dot four-in-hands, 
priced at $2,” and “Bathing suits in wool materials at $6.” 

The next window, also divided into three sections, con- 
tains displays of sports oxfords, fancy collar-attached shirts 
with polka dot ties, and ‘straw and Panama hats without 
prices. 

A third window features “Men’s white linen knickers at 
$3.75,” and “Imported golf hosiery, also at $3.75.” Golf 
shoes, straw helmets, golf bags, sticks and balls are also 
shown. 

The fourth window displays light gray suits on five forms. 
Straw hats and Panamas with fancy bands, fancy belts, tan 


oxfords and tan leather hand bags are included among the 
related items used in the display of clothing. 

The women’s windows, always attractively trimmed, in- 
clude a display of bathing suits, a wax figure reclining against 
a table, another ‘seated in a chair. Japanese umbrellas, water 
balls and other novelties are in the trim, while a woven, oval 
grass rug covers the floor. A hickory table and two chairs of 
the same design comprise the furniture. The window card 
reads: “Smart in the sands; practical in the water.” 

In a window showing foulard dresses in black and white, 
blue and white and pink and white combinations, a scarf of 
similar pattern is shown near each dress. The figures wear 
straw and felt hats of white, white silk hose and white pumps. 
The window card reads: “Moderately priced frocks.” 

Another window features an attractive trim of crepe 
dresses for misses. Three appropriate figures are used. The 
dresses are of white ground with green, black and red dot 
patterns. Crepe scarfs of similar colorings and material are 
shown with the dresses. 

The window near the Madison Street corner entrance fea- 
tures a display of three evening dresses in red, green and 
pink crepe silks with gold lace trimming. Each figure wears 
a hat of the same shade as the costume, and gold kid pumps. 
Printed crepe silk scarfs in harmonizing shades and beautiful 
beaded bags are the accessories used. 

At Mandel Brothers, the large corner window facing on 
both State and Madison Streets is devoted to a display of 
“The New Chanel Red Frocks,” the Madison Street side show- 
ing women’s silk frocks in this color, while the State Street 
window displays frocks of the same color for misses. 

The second window on State Street shows ensemble suits 
of summer silks. Brown straw hats with drooping brims are 
displayed on the figures. 

An interesting display of bathing costumes for women 
against a unique background is also shown, a water scene in 
futuristic effect and two small modeled figures in full relief 
appearing in the center of the painting. The bathing costumes 
worn by the small figures serve to cover the connecton of the 
figures with the scenic painting. Three wax figures, wearing 
novel beach costumes, stop practically all passersby. 

The large island window at Chas. A. Stevens’ contains 
cards reading, “Annual Clearance Sales” and a display of 
dresses shown on headless forms, stand drapes and _ stands 
down to the floor. Some hats and bags are also shown, har- 
monizing with the dress, and used to take up small spaces. 

The lobby windows, as usual, are trimmed with small items. 
The smart style and the high quality of Stevens merchandise 
is shown as clearly in “sale windows” as in the seasonal dis- 
plays through good taste and by uncrowded arrangement. 

Evening gowns are featured in Marshall Field & Co.’s 
window at the corner of State and Washngton Streets. Five 
beautiful wax figures posed naturally about a specially de- 
signed table, in keeping with other decorative motifs, const!- 
tute the window’s cast. 
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The corner window at»Randolph and State Streets, re- 
splendent with foliage and aged stone background settings, 
features sports coats shown on full figures so posed that both 
the front and back of each coat is visible from both sides of 
the window. The coats are particularly handsome brocade 
effects, two in white and one each in green and tango. All 
figures wear white hats and white kid pumps. 

Among the other attractive windows to be seen along the 
State Street frontage of this store are two adjoining displays 
of silks, two drapes being used in each window, one white 
procide and the other a similar self-pattern in two different 
pieces of green. ; 

Another interesting display shows two white coats with 
fanc. leather pockets and collar and cuff trim, shown on wax 
figures wearing small shaped hats of white felt and novelty 
black and white pumps with white silk hose. 

The windows at the Fair are quite up to the new standard 
that Mr. Richter has established for this store since he has 
had charge of the Fair’s display department. There is the 
immediate cognizance of the fact that a high-grade of merchan- 
dise intelligence has been used in the selection and arrange- 
ment of the goods displayed. While the general policy of the 
store is to feature price merchandise, the finished trims reflect 
all of the style and quality the merchandise posseses 

The double window at the corner of State and Adams 
Streets shows five figures wearing silk frocks in the new 
“Chanel Red.” Hats of the same shade are worn, and dis- 
played in small unit groups on the floor and on tables. One 
figure is seated on a settee of wrought brass with a dark red 
upholstered seat. A couple of tables similar in design to that 
of the settee have marble tops and are used for the display of 
a hat and other small items appropriate. 

The next window contains a display of “Felt and Velour 
Hats for Summer Wear,” with silk scarfs in appropriate 
shades draped over the tables and the chair used. At each 
end of the window a small upright show case is used to dis- 
play “La Tausca Pearls.” Each necklace has two little shelves 
making three spaces in each for the display of the necklaces. 

The next window shows an interesting display of “Negli- 
gees for Leisure Hours,” in which orchid is featured as the 
principal shade with a particularly attractive black silk negli- 
gee with pink, yellow and green trim, shown on a figure in 
the center of the window. Boudoir slippers, foot pillows, per- 
fumes and other negligee garments are used to complete the 
arrangement and balance of the trim. 

Then comes a bathing suit window with two wax figures 
in smart beach costumes, additonal suits being shown advan- 
tageously on stands or draped from beach chairs. 

In all the time that the writer has been observing the win- 
dows of this store, he can scarcely remember of having 
seen a real display of golfing equipment. The last window 
on the State Street side is now featuring such a display. 





Summer’s Message In Color 


(Continued from page 52) 
off his sartorial splendor with a brilliantly banded hat, and, 
for recreation, climb into light-hued golf togs, or a smashingly 
striped bathing suit. 

How does this concern the card writer? If he happens to 
he a cog in the machinery of a clothing house, this situation 
is mighty important. The same bright pleasing colors which 
win attention for the goods which his employer shelves are 
assets tor his windows and his interior displays. Oils and 
water colors, brilliant, but not blatant, are his arsenal, and 
through their combinations he has at his command at all 
times means of interesting and fascinating the passer. 

_In the accompanying illustrations I have given an outline 
ot the motifs which underlie a few of my recent cards. Boost- 
Inga bright summery tie is a design into which I have brought 
the green glint of foliage, the blue of the sky, and the gold of 
mellow sunshine. It is bathed in summer, and proclaims it 
Whole-heartedly. A rich card in which the green sward of 
the golf link stands out against a dark background intrigues 
the goli enthusiast ; a sylvan pool over which droop the green 
branches of a nearby tree constitutes the appeal of a card 
Which features bathing suits. For the man who craves cool 
Satments for the scorching summer months another card ex- 
bounding the virtues of white flannels was designed, 
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Do YOU Believe 
in Show Card 
Advertising? 


Read SIGNS OF THE TIMES every month 
for latest ideas and information on show cards 
and show card advertising. 


The July issue carries among o‘hers the following 
exclusive features: 


Years of Study Made Einson Lettering Authority. By 
R. E. Brenner.—Show Card Layouts Designed. By H. 
C. Martin—Our Goddess of Liberty Gave Me Pangs of 
Remorse. By Zim.—Leberman Article Inspires Reader 
to Make Posters. By C. B. Smith—Early Renaissance 
Script Created by Italians. By Louis F. Bense—Paper 
Doilies Enhance Beauty of Soda Fountain Posters.— 
Every Line in Picture Space Must Be Considered. By 
C. D. Leberman.—Art Sketches for Painted Displays.— 
“Spirit of ’76” Painting Made by Sign Writer. By E. L. 
Harmon.—Tainsh Wins First May Photo Contest Prize. 
—Sign Craft Convention Changed to New York City.— 
Modern Sign Studio is Pride of “Bob” Throckmorton. 
—Price Lists on Water Color Window Work’ Found 
to Be Scarce.—Patriotism in Our Daily Labors. By 
Charles L. H. Wagner.—Gold Leaf Most Wonderful 
Material Fashioned by Man. By C. W. Rowland.— 
Philadelphia's Largest Election Banner Made by Ba- 
ruch.—Sale Signs Reflect Growing Popularity of Bulle- 
tins—Joe Sneed Leaves Otto to Face the Fireworks. 
By H. F. Voorhees.—Interviews With Men of Letters— 
George H. Gresser.—Screen Process Problems An- 
swered. By Bert Zahn.—Process Department Requires 
Little Capital. By Ray D. Marksberry—Questions and 
Answers.—Cost Table on 7 by 11 Inch Screen Process 
Cards.—Hi-Lites in the Domian of Sign Advertising. 


$3.00 Will Put You on the Subscription List 
for a Full Year. 


Sample Copy, 30c 


SIGNS OF THE TIMES 
CINCINNATI, OHIO 


Publishers of Standard Books on Show Card Writing, 
Lettering and Art, including Gordon’s great show card 
book, “Lettering for Commercial Purposes” ($3.50) 
and Rosenberg’s popular book, “Practieal Art” ($5.00). 
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SIGNS OF THE TIMES, 


Cincinnati, Ohio. 


Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50 in Canada.) 


Name.... 
Paveet, 2 2s 
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F. E. Osborn, of Seidenbach’s, Wichita, Kansas, is setting 
a fast pace with windows that bespeak an unusual under- 
standing of display principles. To these Mr. Osborn adds 
the finishing touch of well-groomed show cards executed 
pleasingly on superb stock. 

W. J. Randolph, formerly displayman for the O’Brien- 
Jobst Co., Peoria, ll., has located at Los Angeles, Cal., hav- 
ing motored there with Mrs. Randolph. 





E. P. Ward, displayman for Robertson Bros. Co., South 
Bend, Ind., recently installed some sensational gingham trims 
in which peacocks and turkeys made of the featured fabrics 
were used. The fowls were shown on perches consisting of 
rail fences, stumps, branches of old trees, etc. 





Donald D. Kester, in charge of windows for the Selber 
Bros. Co., Shreveport, La., has had no difficulty in acclimat- 
ing himself to his new location. Shreveport is a “dream,” 
he declares, and asserts that the spirit and vim of the grow- 
ing southern city has given him new zest for his work. 





Craig Embree, windowman for the S. C. Donelan Co., Ot- 
tumwa, Iowa, has taken a proper step by applying for mem- 
bership in the International Association of Display Men. 
This is a move which should be followed by some ten thou- 
sand members of the profession who have not yet realized 
the valye of unified effort. 





E. R. Barry, display manager, Clark’s Dollar Store, Los 
Angeles, Cal., has just completed one of the largest dollar 
sales in the history of the store. 





P. C. Harold, display manager, Model Grocery, Pasa- 
dena, Cal., recently made a very interesting display of Mor- 
ton Salt, consisting of life-size Morton Dolls, made in 
plastique art and finished in red, white and blue. Each doll 
carried a full-sized umbrella, and the package arrangement 
was very unique. 





F. U. Lawrence, display manager, Eagleson & Co., Los 
Angeles, Cal., is showing a miniature golfer, mechanically 
operated. The golfer covers the tee and makes three swings 
at the ball. finally making a drive of three feet. This dis- 
play crowded the sidewalks and the police were required to 
keep traffic moving. 





Samuel L. Nudelman, formerly display manager for the 
Fashion Cloak and Suit Store, Tacoma, Wash., is now with 
the “City of Paris,” Spokane, Wash., in a similar capacity. 





J. R. McGirr, display manager for the J. P. McGirr Co., 
Saratoga Springs, N. Y., had one of the most conspicuous 
group of windows entered in the list arranged by window- 
men of the city during the ‘recent centennial celebration. 





The advertising qualities of good displays is very much 
more patent to the Brozman Women’s Shop, Williamsport, 
Pa., since noting the results of windows marking the open- 
ing of their new millinery salon, according to Sam Miller, 
secretary of the company and supervisor of its displays. 


Roy Hoewischer, in charge of windows for the J. A. Rudy 
& Sons Co., Paducah, Ky., scored heavily in the recent 
I. A. D. M. competition when he received first prize for 
float entries. His gaily decorated vehicle, which is pictured 
elsewhere in this issue, had very pleasing lines and made a 
“hit” with the judges. 


THE DISPLAY WORLD 





















FACADE AS ATT AS TTS AST AS AS AS ST AE 
| Doi Disp! E ] 
_ Doings Among Displaymen Everywhere | 
| il TTS TES eS eee STS TS T= 





Giving hardware unusual attractiveness is an accomplish- 
ment reacting to the credit of Robert Gatliff, display man- 
ager for the Knight-Wall Co., Tampa, Fla. He clothed a 
live model in a dress constructed wholly of hardware. It 
isn’t hard to visualize the stir this “stunt” created. 

Waterloo, Iowa, scored again in display circles through 
the efforts of Wendell Webb, supervisor of windows and 
interior display for the Paul Davis Dry Goods Co. A spe- 
cial showing of “Bobolink” hosiery, in which a lingerie 
clad figure was shown seated, was the attraction. Gorgeous 
background panels picturing bobolinks were used with models 
of the birds pendant in the attitude of flight before them. 
Huge art posters in the corners and center of the back- 
ground added to the artistic effect. 





Ernest J. Wood, display manager for the Union Co., 
Columbus, O., has been markedly successful in producing 
beautiful and compelling trims this year. His creations 
have been notable illustrations of the possibilities resting in 
combination of mirrors, decorative foliage and fabrics as 
means of enhancing feminine apparel. 

Charles A. Merrill, the diminutive display manager for 
Max Dannenbaum’s Leader Store, Parsons, Kansas, finds 
that his handsome visage is a trade asset. When Merrill 
essayed to put on a style show at a Parsons theatre recently 
he needed a group of pretty models. He simply passed the 
word down the line and eleven of the city’s fairest responded 
immediately. They were glad to be able to assist the hand- 
some windowman. 








“Osorph,” rising from a huge vase to change show cards, 
was a wonder-working source of attraction for the J. B. 
Mosby Co., Richmond, Va. The display arranged by Charles 
L. Jones, advertising and display manager, featured the 
mysterious figure of a turbaned ghin rising at intervals from 
a great jar like the spirits of the Arabian Nights. A live 
model assuming mechanical mien handled the motion element 
of the display. 





“Pop’s Evening Out” is the title bestowed upon a graphic 
window prepared for the A. C. Killian Clothing Co., Kearney, 
Neb., by James Webbert. A card table stacked with poker 
chips and beer bottles gave a realism to the window that 
was accented by burnt matches and ashes on the floor. Car- 
toons of the celebrated “Jiggs,” hero of “Bringing Up Father,” 
gave additional humor to the display of evening clothes, 
gloves, shoes and dressing gowns. 

P. R. Dewitt, Detroit displayman, has forwarded a group 
of photos of clothing windows which will be reproduced in 
part shortly. Mr. Dewitt gets full value out of the color 
and symmetry of the garments which he uses and gives his 
productions pleasing balance and ornamentation. 





G. U. Shellhorn, display manager for the J. G. Stansfield 
Sons Co., Mt. Carmel, Ill, is planning a group of effec- 
tive summer displays to supplement his recent achievements 
and promises The DISPLAY WORLD readers an oppor 
tunity to see his work. 

The bathing suit season is now in full blast and enter 
prising window artists are demonstrating the many ways 
which the public’s attention can be riveted on beach garb. 
Arthur Bradley, display manager for the McDougall & 
Southwick Co., Seattle, gives a new twist to an old theme by 
constructing a bathhouse in his window in which are tour 
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Wen Wanted’ Positions Wanted Gor Sale Wanted to Buy 











WANTED 
Salesmen and Representatives 


Salesmen who are now selling win- 
dow display supplies to sell our well- 
established line of Silk Plushes, Silk 
Velours and other fabrics adapted 
for window display embellishment. 
Liberal commissions and territories 
will be given’ upon early arrange- 
ment. All answers will be considered 
strictly confidential. 


National Display Fabrics Co. 
7 West 3rd St. New York City 

















POSITION WANTED 


High-grade men’s wear display- 
man and cardwriter is seeking a 
permanent connection with pro- 
gressive store in middle west. 
For past three years display 
manager for one of the best 
men’s wear stores in Detroit. 
Samples of work on request. 
Available immediately. 
Address “W. O.” 
Care The DISPLAY WORLD 


We'll Buy Any 
Messmore & Damon 
Electrical 
Display 


or will buy any decora- 
tion suitable for display at 
Christmas time. Tell us 
what you have in a let- 
ter to 


Milton Hartman 
Display Manager 
Brager of Baltimore 
BALTIMORE, MD. 





SALESMEN WANTED 


who are now selling for display 
fixture houses, to sell a line of orig- 
inal and exclusive fabrics direct 
from the manufacturers for window 
display. Several choice territories 
now open; house has been estab- 
lished 25 years; an attractive com- 
mission arrangement. Write or call 
if in town. 


Maharam Textile Co., Inc. 


107 W. 48th St. New York City 

















FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 
J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 








WANTED 


Young man for window and interior 
display work and, when time per- 
mits, to help wait on the trade. 
Our location is ideal for a man in 
poor health or one who desires to 
get away from the hustle and bustle 
of the large city and make a desir- 
able connection in an Adirondack 
Mountain town of 5,000. Replies 
held in strictest confidence. 


Address “‘T. L. N..” 
Care The DISPLAY WORLD 











SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
30% COMMISSION 


Address, “C. O.,” 
Care of The DISPLAY WORLD 


SHOW CARD OUTFIT 
Complete with book of instructions and 
alphabets, brush, pens, colors and inks. 
Sent postpaid for $2.00. 
RETAIL SERVICE COMPANY 
489 Fifth Avenue, New York City 











POSITION WANTED — By cardwriter 
where his originality can be developed on 
pictorial and applique window cards. Will 
go anywhere in New York, Pennsylvania 
or Ohio. Syracuse, N. F preferred. 
Sample card sent on application 


L. J. BARRY 
EAST AURORA, N. Y. 





——— 





SALESMEN 


To carry line of startling, new 
display novelties for well-adver- 
tised house. Exclusive terri- 
tory; big possibilities; liberal 
proposition, main or side-line. 
Write 
Anglo Display Fixture Co. 
246 West 38th St. New York City 











WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 








300% TO 500% PROFIT 
Our Window Letters and Script Signs are 
easily put up and require no experience. 
All our products are made from genuine 
2 leaf mounted on very high grade tin 
oil —e for literature, prices and free 
sample 
CONSOLIDATED SIGN LETTER CO., 
636-Q So. Dearborn St., Chicago, Ill. 














Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further par- 
ticulars and copy of new Catalog ‘‘G” upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 





SALESMEN 


Wanted by a responsible, well- 
established display fixture house, 
several experienced salesmen for 
choice territories, who have confi- 
dence in their ability to sell bronze 
bases and stands. Also backed up 
by a complete line of standard fix- 
tures and forms to fit every need 
and price. Prefer full-time men 
for traveling, and will also enter- 
tain part-time men for resident ter- 
ritories. Write 


DAVID SOBELS’ SONS 








143 Grand St. New York City 








Forms For August Opportunity Exchange Ads Close August 5 
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ANOTHER PAINTEX SENSATION 





REG. U. S. PAT. OFFICE 


The New Metal Applique 


PATENTS PENDING 





HAMMERED 


{=*= METALAY === | 


IN SHEETS 18 INCHES WIDE, 3 YDS. LONG, WHICH MAY BE CUT EASILY 
IN ALL KINDS OF SHAPES AND STRIPS AND WHICH MAY BE OVERLAPPED 
WITHOUT SEAM SHOWING. PRICE (TO TRADE), $2.00 PER YD.; 18” WIDE 


io» /) 


MAY BE APPLIED ON ANY KIND OF MATERIAL 


DOES NOT TARNISH OR FLAKE OFF. NOT A LEAF 


LAY IT ON --- [RON IT 


AN ORDINARY LAUNDRY OR HOUSE IRON IS ALL THAT IS NECESSARY 
ONCE ON, IT IS ON TO STAY — WILL OUTLAST MATERIAL 


IS FLEXIBLE ON ALL KINDS OF CLOTH 
WILL DRAPE ON HANGINGS OR CURTAINS 


WATER WILL NOT DAMAGE AND IS WASHABLE WITH CARE 
SPECIAL COLORS FOR METALAY 


YELLOW - BLUE - PURPLE . 
RED GREEN - GOLD Price, 35c (to trade), 2-0z. Bottle 





Metalay Is Wonderful for Silhouette Effects on Paper and Thin Materials 
Colored Lights Give Gorgeous Reflections for Window Displays 


too f/f, 
ery 


If Interested, Write or Call and Have Our Representative Explain in Detail 
and Show You Samples 


PAINTEX PRODUCTS CORP. 


30 IRVING PLACE, 
NEW YORK, N. Y. 


Telephone: Ashland 4466 
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A Place in the Sun 


For Your Store 


Stores everywhere you look on a busy street—yet there is 
always one that is outstanding. Each has its hundreds of 
items of merchandise on the shelves—all are competing for 
the same group of buyers. 


Have you ever noticed how the one outstanding store gets 
the business? Good displays with Adler-Jones Decorations 
play an important part in getting it. 


Your store with good displays of merchandise, placed in an 
attractive decorative setting can do the same, or if you have 
the store, Adler-Jones Decoratives will help maintain your 
‘Position in the Sun.” 


The new Fall Issue of 


we 


The Guide to Better Window Displays” 


illustrates in full colors what we have to offer in business 
getting decoratives. You may have a free copy. 


The Adler-Jones Co. 


649 So. Wells St. -:- : CHICAGO 








